Merchandising Month 


Washer Week 


ATIONAL “days” and 

“weeks” devoted to some pro- 

motion or other have become 
so common that they are in many 
quarters regarded as a joke. Humor- 
ists have been busy with the subject 
and the suggestion that the public 
should revolt and declare for a “mind 
your own business week” has been 
good for many a laugh. 

However, an examination of the 
October figures on the sale of home 
laundry equipment clearly indicates 
that National Washer and _ Ironer 
Week was certainly no joke, but a 
very solid success. 

This is the third of these annual 
events which have succeeded in mak- 
ing October one of. the important 
months in the electrical appliance year. 
October 1940 turns up a total of 168,- 
527 washers against 142,830 in 1939— 
an increase of 18 per cent. It also 
topped the October 1936 figures by 
94 percent. 1936, as you will recall, 
was the banner washer year. Further- 
more, the unit of sale showed a very 
healthy advance. Average price for 
October 1940 was $74.86 against $69.50 
a year ago, and $69.65 for 1936. This 
price rise, due to the increase in 
volume in the top price classification, 
represents a neat $903,304 increase of 
money return to the industry over the 
volume at last year’s average price. 

Of course, this is a good year for 
all appliances, and October could be 
expected to show an improvement over 
the year before, but the Washer Week 
seems to us to have been definitely a 


factor in pushing October washer sales 
to the record figures, since the per- 
centage of increase (18 percent) is 
higher than the total increase for ten 
months of 1940 over ten months of 
1939, 8.49 percent. 

Also, the character of selling and 
display which the Association’s win- 
dow display contest brought out marks 
a step-up in washer display and should 
have a continued good effect in stimu- 
lating better and more artistic pre- 
sentation of this merchandise and an 
increased emphasis on higher value 
models. The improvement in display 
can readily be seen from the prize 
winning windows which are shown on 
pages 12 and 13 of this issue of ELEc- 
TRICAL MERCHANDISING. These win- 
dows were selected by the judges, 
as the best 21 out of a total of some 
700 submitted. And there were un- 
doubtedly hundreds, perhaps thou- 
sands, of good home laundry windows 
which were not submitted in the con- 
test, but which had a potent effect on 
sales. 

You don’t have to be a very old- 
timer in the washer business to realize 
from these prize winning windows 
what an improvement has taken place 
in washer display. Not so many years 
ago the washer window was often two 
or three washers standing in stark 
simplicity with price tags prominently 
displayed. Or, one or more washers to- 
gether with a heterogeneous collection 
of small appliances—pots and pans, 
laundry baskets and what not. When 
the store boasted a display expert, or 
the boss was especially ingenious, the 
washer window might consist of some 
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such cheerful and _ business-creating 
display as a view of a cemetery with 
a freshly made grave dedicated to the 
woman who did not own an electric 
washer. 

Weare not saying that bad to worse 
washer and ironer windows are not 
still to be seen. Certainly the washer 
with a prominent cut price mark is all 
too common. What we are trying to 
get at is that there is an increased 
number of attractive, well balanced 
window displays of the better grade 
of washers and ironers. Many of these 
windows that were submitted in the 
Association’s contest would be a credit 
to a Fifth Avenue specialty shop. 


Attention, Appliance Salesmen 


BRIDGEPORT, Conn., Nov. 24 
(UP).—Factory workers, who are 
earning wages reminiscent of World 
War boom days, have developed such 
a taste for champagne that sales have 
increased 300 per cent, liquor dealers 
reported tonight. 

So many national defense contracts 
have poured into this industrial city 
that residents are comparing these days 
with 1918, when wage earners bought 
$30 silk shirts as calmly as two-for-a- 
nickel cigars. Liquor store owners said 
the 300 per cent rise in their sales of 
domestic and imported champagne dur- 
ing the last year was caused almost 
entirely by purchases by laborers. One 
store owner said a customer who 
usually bought a dozen bottles of beer 
each week end walked in last Saturday 
and bought three bottles of champagne. 
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—for a year of record-breaking 


Radio and Phonograph sales 
... the 12° Straight Year of 
Philco Leadership! 
—for a year of record-breaking 


Refrigerator sales achieving 
on Increase of Over 3007 


PHILCO ALL YEAR 


RADIO PHONOGRAPHS TELEVISION AUTO RADIO 
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e Extras in beauty—in equipment—in performance—in quality, for the buyer! 


And, each one means extra, easier sales and extra profit for you! No matter what 


refrigerator you may be selling now, you'll find greater opportunities—more 


profits with Gale. Get the facts—judge for yourself. Judge by comparison! 


Extra Efficiency 


New mechanical improvements put Gale 
another jump ahead! All ‘Mechanical Iceberg’ 
units are hermetically-sealed. All have the 
unique Gale Equalizer. And, now,—the 
greatest mechanical improvement in years— 
exclusive with Gale—the new ‘FLUID-COOLED’ 
STATIC CONDENSER cools during the “OoFrr’’ 
cycle . . . no fan—no moving parts! 


GALE PRODUCTS 


Refrigeration Div., Outboard Marine & Mfg. Co 
GALESBURG, ILLINOIS 
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Judge for Yourself 


BUT—don’t “hand 
down” your decision 
until you’ve compared! 
Compare value—com- 
pare features-—com- 
pare quality and per- 
formance — compare 
prices and profits! Get 
the facts on Gale Now. 


GALE Products, 
1615 MONMOUTH BLVD., 
GALESBURG,, Illinois. 


Gentlemen: 


Without obligation, I want the whole story on 


Gale for 1941. Rush information. 
NAME 

ADDRESS 

STATE 
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GET THE 


Here are some questions women would like to 


have answered before they buy small appliances 


The Trend is 
Toward Self-Telling Tags 


Facts about the washing, 
cleaning and caring for an 
appliance are, buyers point 
out, in greater demand by 
the public. There is con- 
stantly more pressure being 
exerted by the consumer 
groups for more merchan- 
dise information. 


It is extremely difficult to 
pass along verbally all of 
this information to the sales- 
man and then in turn expect 
him to relate it in full to the 
customer. A self-telling tag 
is the answer. 


IKE the Chinaman who burned 
down his house in order to 
roast pig, many of the things 

the Consumer Researchers and 
Buyers Guide people advocate are a 
little far fetched. Still if they jolt 
merchandising into a greater appreci- 
ation of what the customer is thinking 
about, they will have done their part 
like the little earth worms who turn 
the soil to make a better lawn. 
Women’s ideas about mechanics are 


that 


supposed to be funny. One college 
stock story the 
who said there 
device except “a 
thingamajig, a dofunny, and a whim- 
whom 


professor uses as a 
yarn about a female 


was nothing to a 


Nevertheless, when the lady shopper 
goes out after a small appliance, she 
is thinking with all the power possible 
about the mechanics of the device she 


is contemplating. Furthermore, de- 


clares Ruth M. Beard, of the Ohio 
State University School of Home 
Economics, she is translating her me- 
chanical thonghts into such questions 
as thes 


(1) Will the appliance be easy to clean? 

(2) Will the appliance actually save time 
and energy, taking into account the effort 
necessary to get it ready for use and 
cleaning up? 

(3) Will it make as good or better prod- 
uct as is now being done with what | have 
in the home? 
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4) Where shall | put it? 

5) Is the appliance made well enough so 
it will stand up, or will it be in constant 
need of repair? 

(6) Will the number of times | use it 
justify the cost? 

(7) How much electricity will it use? 

There is an uproarious movie called 
“Turnabout,” now running in the 
theaters which shows what happens 
when you put a man’s mind in a 
woman’s body. Anyone who expects 
to sell volume of small appliances had 
better do this very thing, and answer 
the unasked questions in the fore- 
going. Even if the customer doesn’t 
broach the subject, she feels reassured 
when she hears you say, “This appli- 
ance is manufactured and sold by a 
firm which is known to be reliable, 
and which has been in the business 
long enough to have established a 
reputation for quality merchandise 
and service. It is backed by a guar- 
antee of so-and-so.” 

It’s a pretty smart idea, if possible, 
to bring out the fact that the appli- 
ance the woman is looking at has been 
approved by the National Board of 
Fire Underwriters. Such a listing 
indicates compliance with the Under- 
writers Laboratories requirements of 
safety. 

Furthermore, it is not amiss for the 
salesman to throw in a few words 
about where the appliance can be 
plugged in. Authorities say that elec- 
tric appliances having a rating of 600 
watts or less may be connected to 
convenience outlets on lighting cir- 


"She has been using 
a percolator of the 
older type and 
wonders whether 
these new-fangled 
glass coffee-makers 
will be worth the 
bother... .” 


cuits. Any appliance with a wattage 
of more than 600 should be connected 
to a power circuit. Most lamp sockets 
can safely carry only 600 watts. 
People don’t know that an electric 
appliance of higher wattage, if plug- 
ged into a lighting circuit usually will 
not get as much current as might be 
demanded. 


“Knowing what your mixer will 
do is important . . . He should 
able to tell her whether or not 
Willy do heavy work such as 


miming dough for bread.” 
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Toasters 


Believe it or not, says Ruth } 


buch. 
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Right off 
an point ot 
ug isn’t or 
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ther heavy 


Beard, one of the things a woman 
thinking about when she comes in 4 
buy a toaster is, “How will I get t! 
crumbs out of the thing?” Obvious! 
it is easy for the salesman to sho 
how this can be done without even t! 
question being asked. 

She wonders too, says Miss Bear 
as to whether the handles and fe 
of the toaster will burn or get ho 


She is thinking about marring 7 en places 


surface of the dining room table. 
the handles of the toaster are molde 
or are riveted on, this is a_ talkin 
point that should be called attentic 
to at the start. 

Most dealers carry a number 
different toasters. The casual sho} 
per is surprised that there are 
many. 


toast the bread on one side at a tim 


and oven type roasters which tak 


care of both sides at the same time 


The lower priced toasters look 4] 
right but very frequently they a! 
made with helical or circular wou! 


coil which is placed in a vertica 


horizontal position around sets 0: 
After a rei 
aively short period of time this «1 


sulated binding posts. 


Smart salesmen can break th 
ice by informing his prospect tha 
there are open type toasters whic! 


hich is 
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Appliance 
Waffle iron 
Toasters 
Roasters 
Food mixer 
Coffee mal 
Table stove 
Portable re 
Heating 
Hand iron: 
Portable f. 
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{toaster has a tendency to burn parts 
{ the bread before the other parts 
become brown because the wires sag 
ut of their correct position. This is 
ne reason why they are not worth so 
much. Furthermore, in some of the 
heaper toasters the space allowed for 
slice of bread is not sufficient to take 
me of standard thickness. Also, on 
me of the poorer toasters resistance 
|. fires are connected to the contact 
bint without any protection over 
hem whatsoever. During use and 
Jeaning it is very easy to break or 
lamage the heating element at this 


point. 

‘ Timing devices are handy because 
hey set one free from the necessity of 
patching the bread. Mechanical eject- 
rs are also a convenience. 

In short, the woman coming into a 
core and looking at a lot of toasters 
nay feel that the line to the old song, 
All coons look alike to me” are 
ppropriate. But when you analyze 
vith her the weak spots of the cheap 
\. fevices, and show her what the better 
rrades do, she usually can seen the 
ght. 


Mixers 


Right off the bat a smart salesman 
4n point out that the mixer he is sell- 
ug isn’t one that has a 1/26 hp, but 
us a § or % hp and is designed to 
kcomplish most of the mixing, grind- 
hg, grading which is done in the 
verage household. He should be able 
) tell her whether or not it will do 
uch heavy work as mixing bread and 
ther heavy dough, and grinding meat 


th 
hich is frequently done in rural 
| rw mes. Knowing just what your mixer 
not ill do is important. 
Women are interested in knowing 
nous! 
howe at the beater blade has no sharp 
salt . . . 
en tgp OF crevices in which food parti- 


les may lodge, and are easy to re- 
Beargeove and replace. They are glad to 
ear that there is some sort of lock 
rrangement which will prevent the 
lades from falling out after they have 
4 en placed in position. ro 
nolde A story that seems trivial, and yet 
aikin ‘highly entertaining to the prospect 
§ the relationship between the beater 


d fe 
t ho 
g th 


entic 


blades and the contents of the bowl. 
For beaters should reach and mix all 
materials which may be put into the 
bowl. On some of the models on the 
market this was not done. That is 
why it is always well to have a soap 
flake mixture and a demonstrating 
model to show how effective and 
efficient the appliance is. 

The speeds of the motor are a 
great talking point. On some food 
mixers not enough power is developed 
to take care of heavier mixtures un- 
less the control is set for high speed, 
which sometimes results in splashing. 


Hand Irons 


Oddly enough, most women think 
that a heavy iron is essential. The 
newer high wattage irons, varying 
between 800 and 1,000 watts, and 


Estimates of Energy Used by Small Electrical Appliances 


Approximate Approximate Average Kwh 
Appliance Wattage Kwh perhr. of use per year 

ok aliCoffee makers ................ 650 2/3 50 
y al 600-2000 2 
young’ortable radiant heaters ....... 600 2/3 40 
oa! omteating pads ................. 25-65 1/16 


*No available information. 
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"Oddly enough, most women 
think that a heavy iron is essen- 
tial. The woman who picks up a 
light-weight iron will unsell her- 
self if no explanation is made." 


having a weight of 4 or 44 pounds, 
must be sold. The woman who picks 
one up will unsell herself unless some 
words of explanation are given her 
at once by the salesman. 

“The extra heating capacity of this 
iron makes it possible to keep the 
temperature constant and at the same 
time permit less weight that does not 
drain your energy.” 

The word “thermostat” does not 
mean a lot in itself to women. But 
they do understand when one explains 
that with a thermostat the current 
need not be turned off to lower the 
temperature. Furthermore, they un- 
derstand that it is necessary to have 
different temperatures for different 


"One of the first things a woman 
thinks about when buying a 
toaster is “How will | get the 
crumbs out of the thing? . « .” 


the Counter 


fabrics, and the thermostat may be 
set to provide this. Every woman 
has gone through the necessity of pull- 
ing the plug in order to keep the iron 
from overheating, and later discover- 
ing that it has gotten cold on her, 
which is a nuisance. 

Women want to know whether or 
not the handle of the iron will cause 
their hands to become calloused. 

Because most of your feminine cus- 
tomers have been ironing ever since 
they were little girls most of the ad- 
vantages of the ironing surfaces of 
modern irons are self-apparent. The 
chromium and nickel sell themselves. 
The protection against getting burned 
should be pointed out, and the ad- 
vantages of having the cord perman- 
ently attached to the iron are not self- 
apparent. 


Coffee Makers 


It can be commonly assumed that 
any woman coming in to look at a 
coffee maker has been using a percola- 
tor. These are the older type and she 
wonders if one of these newfangled 
glass devices will be worth the bother 
they take. 

You can tell her that coffee houses 
like Thos. J. Webb say that the use 
of glass coffee makers is continually 
growing, judging by the increase in 
the amount of pulverized coffee they 
sell, the type that is needed for this 
model. More and more restaurants 
use glass coffee makers for three 
reasons: 1. Because a glass coffee 
maker is almost foolproof in produc- 
ing a good cup of coffee. 2. Because 
it gets more coffee per pound. 

On the other hand, coffee makers of 
the percolator type in china, alumi- 
num, or steel and copper, finished 
chromium, nickel or silverplate are 
highly attractive and follow a method 
that is already acceptable to house- 
wives. The one unasked question 
about this type is whether or not it is 
easily cleaned. 
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Allentown, Pa., is a Pennsylvania Dutch town of 92,563. 


HE Allentown, Pa. waitress 
said, “You should eat a dough- 
nut. It is free with the break- 


fast, you know. Today is Fasnacht. 
And how about some fine, fresh Phila- 
delphia scrapple, nu?” 

Talk like this and a sight of the 
freshly scrubbed stoops outside give 
you an idea of what this town of 
92,563 is like. Situated in the heart 
of the Pennsylvania Dutch country 
where barns are still marked with hex 
signs to keep off witches, the Pennsyl- 
vania Power & Light Company, which 
sprangles through 150 hamlets and 
towns in northeastern Pennsylvania, 
bumps into rockribbed conservatism 
when it has a merchandising job to 
do. The moral is, what works here, 
works anywhere. 

It has been a good many months 
since a representative of the Pennsyl- 
vania Power & Light Co. went over 
to Bowman’s in Allentown and tap- 
ped a little card with his pencil. Bow- 
man’s, you should know, like most 
other electrical dealers, hasn’t had an 
outside salesman for the last two 
years. 

“Would you pay 10¢ a card for call- 
backs on your old customers?” Mr. 
Bowman was asked. “These cards 
would give a picture of what your 
customer has and hasn’t got, and 
should permit you to telephone them 
and make some pretty quick sales.” 

“Sure, we'd give a dime apiece,” 
replied Bowman. 

So it came to pass that Bowman’s 
joined the Pennsylvania Power & 


10 


Light Company with most of the 
other retail outlets in Allentown in a 
development project which made his- 
tory. Briefly, this was the idea: 
There are three dead months in the 
year, January, February and March. 
People stick pretty close to home. 
Salesmen stick close to the store, on 
account of the cold in the street. Re- 
sult, no business. 

Both dealer and utility retail sales- 
men were given 14 cards apiece per 
day. Salesmen were supplied to those 
who lacked them. The credit had been 
checked on these prospects and each 
salesman was told he must call and 
report on at least ten families daily. 
The story he was to tell ran some- 
thing like this: 

“I’m Tom Smith of the So-and-So 
Company. We're making a free 
checkup to see if your cords, plugs 
and sockets are all in working order. 
This inspection doesn’t cost you any- 
thing. It’s the dull time of the year 
you know.” (Business of producing 
a screw-driver, a Belden 35¢ cord set, 
and other tools). 

Once admitted, the salesman lugged 
in his kit and went to work. “By the 
way,” he would say, “Here’s some- 
thing that is not for sale which we 
expect to offer next spring. I just 
happened to have this one with me 
and I thought you might like to try it 
while I was busy. Remember, it is 
not for sale but you folks may like to 
eat popcorn.” 

So out of his bag he pulled a new 
corn popper, out of a pocket some 


popcorn and oil. While the family 
watched he popped them a bowl of 
corn, flavored and salted it. 

No effort at all was made to sell the 
corn popper. But when the man got 
through and packed his kit, if they 
asked he did sometimes tell them that 
they could buy one for 45¢ down and 
80¢ a month for six months. He had 
a coffeemaker proposition also if they 
were interested. 


Average 8 Homes a Day 


That was the manner in which 
every day became a pay day down at 
Allentown. It worked out that the 
men averaged calls in eight homes a 
day, and their incomes were far better 
than they could make by sitting 
around on PWA. Stores like Bow- 
man’s, who agreed to pay men 10¢ 
a piece for cards, were never asked to 
make good as commissions were high 
enough to do better than this. In 
addition to paying their way they 
accumulated a gorgeous lot of pros- 
pects. 

In their guess that Allentown was 
underworked, Pennsylvania Power & 
Light Co. was not making a stab in 
the dark. Not so long ago a repre- 
sentative had prominent friends— 
Winnie and Ray—let us call them that 
—over to his house for dinner one 
night. Ray happens to be president 
of a prominent civic enterprise. 
Coffee was made on a robot and the 
visitors saw all the latest electrical 
appliances in the Pennsylvania Power 
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& Light Company man’s home. Fin- 
ally Ray’s curiosity was so great that 
he asked, “Tell me what do gadgets 
like these cost?” 

“Hasn’t a Pennsylvania Power & 
Light Co. man called on you re- 
cently?” asked the utility salesman. 

“Listen,” replied Ray. “Ever since 
we moved over to 26th and Tilghman 
two and a half years ago and bought 
that new home we haven’t seen hide 
nor hair of any of your men. An 
interior decorator looked us up and 
sold us some interior decorations. A 
stoker man sold us a stoker, but I’m 
here to tell you that nobody has 
ever offered us an electrical appliance. 
How much are they anyway—those 
things I was asking about?” 


13% Minimum Bill 


This struck a peculiarly sensitive 
spot. It was known perfectly well 
that 13 per cent of the Pennsylvania 
Power & Light Company’s domestic 
customers were minimum bill people 
and the minimum bill ran around 75¢. 
For a long time it was pondered on 
how to reach small electric users. It 
seemed that the small appliance offered 
the big opportunity. Many had not 
been called on. A few kilowatt-hours 
on each customer’s bill would shove 
up the net revenue considerably, and 
everybody realized that it was the old 
figure on the southeast corner of the 
balance sheet that counted. The 
utility was only getting 15 to 16 
kw-hr. from new refrigerators, and 
figured that this much would be bad 
from a coffeemaker. 

The conclusion was reached that 
table cooking appliances offered the 
greatest value for the most people. 
Some 4,700 roasters have since been 
put on the line, under a deal whereby 
the customer paid $29.95 on a “test” 
basis. They were asked to gamble the 
down payment and give the appliance 
a three day trial. If at any time 
within twelve months the customer 
didn’t like his roaster, the utility 
offered to buy it back at 75 per cent 
of what the woman had paid. 

The home service girls started giv- 
ing follow-up demonstrations in the 
homes of purchasers and it worked in 
Allentown because everybody in the 
block has known everybody else for 
years and years, and feel free to run 
in and see what’s going on in a way 
they never dream of in the big cities. 

Coming back to the cornpopper— 
repair kit stuff, it was discovered that 
263 men drew in some 2,100 new 
appliance prospects in a week of 
operation. Sixty per cent of the deal- 
ers had no outside salesmen, it wa> 
found before this started. Today 1 
Allentown and environs there ar 
something like 268 outside men work- 
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Here goes Paul S. Lutz up one of those 
stoops which the good burghers scrub daily. 


ing whereas in 1934 there were only 
220. When you realize that about 
two-thirds of the outside salesmen in 
the United States have vanished, this 
looks pretty good. 

“This activity of ours has increased 
the average outside salesman’s income 
at least 15 per cent,” ELEecTRICAL 
MERCHANDISING was told. 

The Pennsylvania Power & Light 
Company has 11 dealer coordinators 
in its setup. These dealer coordina- 
tors sell no merchandise but act as 
contact men, outlining the utility’s 
plan to dealers and bringing back the 
dealer’s reactions to the management. 
These dealer coordinators see every 
dealer at least weekly and coach their 
salesmen. Where there is a com- 
plaint they are instructed to take the 
dealer’s and utility salesmen to see 
the customer for a quick showdown. 
The customer decides who really sold 
him the bill of goods. 

As a compensation plan on small 
appliances, the salesman is paid $1.50 
per appliance regardless of list price. 
The salesman gets a $25 bonus if he 
makes his quarterly quota. He gets 
$100 bonus if he makes both the unit 
and dollar volume quota. 

Most Allentown dealers do not pay 
their salesmen a salary. They usually 
work on a 10 to 12 per cent commis- 
sion. At all times, however, they 
have the edge over the utility sales- 


ay * 


With a cord set, screwdriver, etc., he gives 
all working appliances a once-over, and 
makes a list of what's lacking. 


C. B. Hendricks shows how they demon- 
strate the corn popper—a demonstration 


of an appliance “that's not for sale.” 


men for the Pennsylvania Power & 
Light Company does not take any 
trade-ins. The utility pays its own 
salesmen a commission if they lose 
a deal over a trade. 

“Highbrow advertising about the 
economies, benefits and advantages of 
utility service doesn’t mean anything 
without aggressive follow up,” ELec- 
TRICAL MERCHANDISING told. 
When the utility lays off, the dealers 
lay off, too, it has been found. Here in 
a nutshell is what the utility feels it 
has to do: 
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JEALER BUSINESS... 


In Allentown, the Pennsylvania Power & 
Light Company, through dealer coordi- 
nators, keep appliance salesmen busy 
the year round and find an answer to 
the low-bill customer—small appliances. 


By Tom F. Blackburn 


“(1) Quote prices that include a 
full merchandise profit to both dealer 
and utility. 

“(2) Don’t fool with premiums, 
trade-ins or other forms of price 
cutting unless the same offer is avail- 
able to the dealer from the manu- 
facturer. 

“(3) Pay off utility salesmen when 
they have located and developed a 
prospect, even when a _ cooperative 
retailer gets the sale. In 1939 utility 
salesmen were paid commissions on 
about 8 per cent of dealer refrigera- 


sales and 80 per cent of dealer electric 
water heater sales. 

“(4) Figure quotas and sales credit 
based on the total new revenue built 
in this territory. 

It is believed that the price tag and 
length of terms in appliance selling 
have never been and are not now a 
major sales point. The basic pre- 

(Please turn to page 60) 


tion sales, 40 per cent of dealer range — 
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Prize Windows 
Week Contest 


Here are the prize winning entries in the window dis- —(1) Large department stores and utilities (2) appli- 
play contest, conducted by the American Washer- ance shops and hardware stores and (3) small depart- pa 
lroner Manufacturers Association, in conjunction with ment stores and furniture stores. All are fine examples 
National Washer-Ironer Week in October. A large of dynamic window display and each merit careful 
number of entries were received in three classifications consideration. pele 
$200 AWARDS 


prize for | 


RHYTHM IN THE LAUNDRY 


CLEANLINESS 


WASHER \ROKER WEEK 

Vandervoort Hardware Co., Lansing, Mich. First United Furniture Co., Louisville, Ky. First prize 
department stores and utilities. prize for appliance shops and hardware stores. for small department and furniture stores. prize for 


$100 AWARDS | 


TO YOUR LAUNDR PROBLEM 


Vandeve 
prize 
Connecticut Light & Power Co., Putnam, Conn, Central Electric Co., Watsonville, Cal. Second Sterchi Bros., Chattanooga, Tenn. Second, furn- 
Second prize for large dept. stores and utilities. prize for appliance shops and hardware stores. iture and small department stores. 
Consumers Power Co., Saginaw, Mich. Third Austin Appliance Co., Denver, Colo. Third prize George C. Lang Furniture Co., Cleveland, O. SOM 
prize for large department stores and utilities. for appliance shops and hardware stores. Third prize, furniture and small department stores. ns, 
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| 
| por Home DEFENSE. 


Potomac Edison Co., Hagerstown, Md. Fourth 
prize for large department store and utilities. 


Palace Department Store, Spokane, Wash. Fifth 
prize for large department stores and utilities. 


Vandevers Department Store, Tulsa, Okla. Sixth 
prize for large department stores and utilities. 


LAUNDRY 
s0mMé LAUNDICY 


E. W. Edwards & Son, Buffalo, N. Y. Seventh 
prize for large department stores and utilities. 


Parsons, Souders Co., Clarksburg, W. Va. Fourth 
prize for furniture and small department stores. 


Dean & Hoffman, Long Beach, Cal. Fourth prize 
for appliance stores and hardware stores. 


Walker Co., Oak Park, Ill. Fifth prize for appli- 
ance stores and hardware stores. 


Weis & Fisher, Rochester, N. Y. Fifth prize for 
furniture and small department stores. 


Gritten Hardware Co., Fithian, Ill. Sixth prize for 
appliance stores and hardware stores. 


Sterling Furniture Co., San Francisco, Cal. Sixth 
prize for furniture and small department stores. 


Parmelee-Dohrman Co., Los Angeles. Seventh prize 
for furniture and small department stores. 


Tweed Washing Machine Co., Des Moines, la. 
Seventh prize for appliance and hardware stores. 
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VISIT to Dr. Katherine Black- 

ford, character analyst, by a 

bashful young baseball pitcher 

with a deceptive drop ball changed 

the course of one life completely and 
set the scene for our story. 

That baseball player was G. W. 
(Jerry) Weston and he was playing 
semi-pro ball to work his way through 
Purdue University. 

Miss Blackford told him that he had 
a gift for diplomacy and that this 
should be his field of endeavor instead 
of electrical engineering. Years 
passed. Today Jerry Weston is presi- 
dent of the International Association 
of Electrical Leagues and executive 
secretary of the Electrical Association 
of Kansas City. 

3rother, step up and shake the hand 
of Jerry Weston. 


you how association membership keeps 


For Jerry can show 


the wolf from the dealer’s door in a 
dozen ways. 

He has the answer to a lot of elec- 
trical groups who say, “Why can’t we 
go places electrically with an associa- 
tion like Kansas City does?” He can 
whisper the dope to others who hang 
back and ask, “What's the low down— 
where’s the payoff—is an association 
just a lot of prestige and moonbeams? 
Will a dealer actually get back the 
money and time he puts in with a 
profit ?” 

Yes, indeedy. And the purpose of 
this article is to let down the bars and 
tell all on the value of an association 
from a dollar and cents angle. Run 
over the profits—backward or for- 
ward—that Kansas City dealers have 
obtained from their membership and 
you will see those boys have really got 
something down there. 


REFRIGERATION. Up to 1937 everybody 
in Greater Kansas City was following 
his own idea about trade-in allowance. 
In fact a race was on. Perfectly 
worthless old ice boxes were brought 
in and dealers allowed good money for 
them as trade-ins. Then the Electric 
Association said, “What the hell— 
our dealer members are giving away 
all our profits.” So in that year the 
association members came to the con- 
clusion that accepting worthless ice 
boxes as trade-ins was silly, and as a 


body agreed to discontinue it. Imme- 


NO. RE- 
FRIGERATORS AVERAGE 
YEAR SOLD PRICE 
1934 21,659 $165 
1935 18,350 165 
1936 17,526 164 
1937 17,127 185 
1938 10,779 172 
1939 14,018 169 
1940 16,000 est. 135 
115,459 
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diately they pocketed the 3 per cent 
that they were giving away on the 
average on useless trade-ins. 

Since 1937 some $9,188,030 worth 
of refrigerators—57,924 have been 
sold in Kansas City. A saving of 3 
per cent on ice box trades has 
amounted to $275,630—or dividends 
of $3,242.60 to each dealer for his 
membership in this association. A 
glimpse of the table below will show 
you just how much money might 
have been tossed out the window by 
Kansas City dealers had there been no 
association. 

Incidentally it should be mentioned 
that the association has never acted 
on electric refrigeration trade-ins be- 
cause dealers can dispose of all of 
them profitably. 


RED SEAL HOMES. It has been definitely 
proved that a Red Seal home is worth 
about $400 more in wiring, appliances, 
fixtures, lamps and energy than the 
same sized home inadequately wired. 
Since towns without electrical associa- 
tions usually have no more Red Seal 
homes than you can put in your ear, 
it is possible to credit the Kansas City 
activity to the Electrical Association. 

At it since May 1, 1926, the Elec- 
trical Association has been the inspir- 
ing force that has put 2,815 homes and 
714 apartments under the Red Seal 
banner, a grand total of 3,527 certified 
Red Seal family units. That’s 
$1,410,800 worth of business for Kan- 
sas City contractors, a bagatelle of 
$16,597.64 apiece. 


PROSPECTS. Marshall Field once said 
that it was worth 50¢ apiece to him 
to have people walk into his store. 
Just what prospects are worth is a 
question for the dealer to ask himself. 
In 1937 the Electrical Association dug 
up some 15,000 approved credit do- 
mestic meter users from the Kansas 
City Power & Light Company for the 
benefit of the association members. 
The Association paid dealer salesmen 
10¢ a call with the result that 1937 
hit Kansas City all time high for re- 
frigerator sales. The question: How 
many dealers could persuade their 
local power company to turn over to 
them the company’s domestic meter 
list, without the backing of an associa- 


AVERAGE 3°, 


TRADE-IN 
VOLUME BOX ALLOWANCE 
3,573,735 $107,212 
2,978,250 89,347 
2,874,264 86,228 
2,805,000 84,150 
1,853,988 55,619 
2,369,042 71,071 
2,160,000 64,800 
18,614,279 558,427 


Jerry Weston of the Kansas City Electric Asso- 


ciation cites the cash value of organization 


tion? Figure out for yourself the 
dollar value of this. 


TIME PAYMENT PLAN. There is available 
everywhere many good and _ tested 
time payment plans made available by 
finance companies. The catch is, most 
finance companies do not care to 
handle paper on small items, or small 
amounts, and dealer recourse is 
rather stiff. An arrangement initiated 


APPLIANCE 


Electric ranges 
Electric water heaters 
Refrigerators 

Radio 

lroners ..... 


Vacuum cleaners 
Washing machines 
Attic fans 

Oil burners 

Stoker .. 

Room coolers 
Dishwasher ... 
Disposal (complete sink) 


Minimum monthly payment is $1.50 
and for the first six payments there is 
recourse on the dealer if the sale is 
36 months or less. On terms over 36 
months the dealer is liable to recourse 
for 12 payments. 


COOPERATIVE ADVERTISING. The amount 


of money any individual dealer can 


spend on publicity does not make 
much of a sensation. But let an asso- 


by the Electrical Association and 
worked out by The K. C. Power & 
Light Co. permits dealers discounting 
anything from $35 up, and enjoy un- 
usually limited recourse. 

The machinery for collections is the 
Kansas City Power & Light Com- 
pany; the source of the money is the 
First Bancredit Corporation. Here 
are the terms of sale on various items 
in Kansas City: 


TERMS OF SALE 


Down Payment Maximum Terms 


$2 60 months 

$2 60 months 

$3 36 months 

$3 12 months 

18 months [over $75} 
24 mo. 

$3 18 months 

$3 24 months 

$5 36 months 

$5 36 months 

$5 36 months 

10% 24 months 

$5 24 months 

$5 24 months 


ciation get a cooperative campaign 
and it can create such a splash the 
customers think it is a tidal wave. In 
1935 the Kansas City association spent 
$9,700 in refrigerator advertising; in 
1936 the amount was $11,340 and in 
1934 the amount was $14,584. And 
so it goes. The year 1940 has seen— 
or will see campaigns or special pro- 
motion on radios, attic fans, coal 
stokers, I.E.S. lamps, electric ranges, 


HARDSHIP OF BEING 


People come in and yell at a man so. He's the goat for every mistake. 


furnace 
electric | 
Decembe: 
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A lot of the credit for the Kansas City Electrical League success goes 
to Jerry Weston's diplomacy. And the backbone of that diplomacy 
says Jerry, is a frequent sitting down to lunch together by dealers. 


furnace blowers, laundry equipment, 
electric refrigeration and June and 
December electrical gifts. 


STOPPING WHOLESALE SELLING. Kansas 
City is no exception to the rest of the 
country in the number of people who 
say “I can get it for you wholesale.” 
The Electric Association, far better 
than any dealer, was able to call on 
wholesalers and persuade them to re- 


AN ASSOCIATION SECRETARY 


duce courtesy discounts to people not 
entitled to them. Possibly $100,000 a 
year is saved for dealers by this act. 


COAL STOKER PROMOTION. The coal 


stoker, a stepchild of the electrical 
appliance picture, had never been 
singly successful in Kansas City, a 
place of cheap gas. Believing that a 
central heating plant in the home 
operated by electricity tied in with the 


water heating and cooking angle, the 
Association, cooperating with the 
Kansas City Power & Light Company, 
took what is regarded as a revolu- 
tionary step in the promotion of 
stokers. 

A setup was perfected which made 
use of the sales talent of dealers and 
distributors. This enlisted the dis- 
tributors to install and service; the 
Kansas City Power & Light Company 
to collect, and the First Bancredit 
Corporation to handle the finance 
paper. A Kansas City dealer today 
can thank the association for indi- 
rectly giving him a new appliance to 
sell that he otherwise never would 
probably have touched. 


SALES TRAINING. Some 266 salesmen 
were certified as having taken a sales 
training course given by the Elec- 
trical Association in 1937. A year 
later fully half of these men were 
gone. Dealers reported to the Asso- 
ciation that they were pestered to 
death by the comings and goings of 
salesmen. Clearly something was out 
of order in appliance selling and the 
Association undertook to look into it. 
On Dec. 27, 1939, 36 dealers reported 
165 salesmen working for them, an 
average of 4.6 per dealer. By July 8, 
1940, 48 of these men had disappeared 
and 38 more had been hired, cutting 
the average down to 4.3 per dealer. 
Six new appliance dealers reported 
hiring 14 salesmen, with the result 
that these 42 dealers had employed on 
July 8, 1940 some 169 salesmen, or 
4 apiece. 

“Clearly it was more important to 
keep men on the job than it was to 
run cooperative advertising,” Jerry 


Weston relates. “So the Association 
has set up a bonus system by which 
the salesman is directly given a 
present of $5 for every range he sells. 
If he sells one with an automatic 
device he gets $10. One salesman as 
a result made $500 in bonuses this 
last year.” 


VALUE TO UTILITY. Harder to figure 
from a dollar and cents angle but of 
more obvious value is the worth of an 
electrical association to a_ utility. 
Obviously when the utility advances 
any proposition the community con- 
siders that it is trying to butter its 
own parsnips. When an electrical 
association advances the same thing, 
it is recognized as being for the good 
of the entire community. A difference 
in point of view is often responsible 
for failure or success. 

It should never be overlooked that 
a utility serving the entire public is 
always on the spot politically. Thir- 
teen anti-merchandising bills were in- 
troduced in legislatures in 1937 in 
ten states. One state in 1938 saw a 
bill introduced and seven bills were 
brought in by five states in 1939. Like 
an owl in the daylight, the utility is 
always subject to potential attacks. 
Working through an association with 
a group of dealers is insurance from 
the utility angle of peace and goodwill. 

There, gentlemen, is the summation 
of what dealers in Kansas City get 
for their dues, which run from $12 a 
year up. If it’s not the prettiest little 
return on the dollar for everybody 
from Joe Porter, Jr., of the Kansas 
City Power & Light Company, down 
to the weensiest dealer, we will buy 
you a new fedora, bolero or whatever 
you call these new fangled hats. 


All the dishes an association secretary has to eat in line 
of duty would reach from Yonkers to Blue Eye, Missouri. 


Want a question answered? Call up your association sec- 


retary any hour of the night. 


He'll be glad to wake up. 
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IMPLE lines, unified design, light 
colors, concealed lighting—these 
make the new electrical depart 
sarker Bros., Los 


thing of beauty. The 


Angeles, a 
former layout 
have passed muster with many 
of elec- 


represented was 


the display 


iting adequate 
But Barker Bros 

modern design and beauty in all parts 
f the home—and it seemed only log- 
ical to introduce it also into the elec 
trical department. Under the planning 
f Van of the elec 
trical department, the scheme grew 


gradually, until 


stands for 


nough 


Pender, manager 
this spring it was 
finally put into effect 

} 


Greatest change has been in the 


lighting The somewhat haphazard 
of daylight and artificial 


illumination has eliminated so 


mmbination 
been 
far as possible. Window space is now 
levoted almost entirely to offices and 
stock rooms, which are ranged along 
the outer wall, while the appliances 
are displayed under the artificial light 
which suits them best. Fluorescent 
lighting is used in troughs along the 
walls, supplemented by indirect in- 


candescent lighting from modern fix- 
tures 


overhead. Central floor displays 


Department Store 


REMODELS 


All the latest ideas in store design and lighting 
have been put to work in the new electrical ap- 
pliance department of Barker Bros., Los Angeles 


are taken care of by troughs of 
fluorescent lighting around floor posts. 
This type of illumination brings out 
the best in all appliances, accenting 
the sparkle of white enamel and 
chrome trimmings. The indirect flood 


of light does not call attention to it- 
self, but leaves the objects it illumi- 
nates as the feature of interest. Sil- 
houetted signs in small, neat, uniform 
lettering supplant the less standardized 
lettering previously used. The effect 
is one of simple good taste. 

New tables counters were especially 
designed for the small electric appli- 
ance department. They are not all 
identical, having been designed for 
different types of merchandise, but all 
have similar lines and are so set up 
in regular plan on the sales floor 
that they give a uniform effect. Such 
small items as toasters and waffle 
irons are displayed on tables with a 
central raised portion, while roasters 
and flat plates have uniform flat sur- 
faces for their display, All have built- 
in sides reaching to the floor, thus 


Small appliance floor space is divided 
into individual “shops” such as the “Cof- 


eliminating the scattered effect oi 
different types of table legs, or under- 
table storage. Where demonstrations 
are likely to be held, recessed foot 
space is provided. Shelving about the 
walls is also lighted indirectly from 
lights recessed above the shelves. This 
enhances the beauty of the objects 
shown and provides a soft and at- 
tractively glowing background for the 
department as a whole. 

Ranges are displayed in orderly 
rows, with plenty of space between 
the more expensive models having 
separate bays to themselves along the 
walls. Comfortable furniture is ar- 
ranged here and there for the cus- 
tomers’ use. Names of ranges carried 
in stock are silhouetted in neat black 
letters along the light troughs of the 
department, providing a decorative 
feature, as well as an advertisement 
of some value. 

The Laundry Equipment department 
displays about 100 washers and iron- 
ers. Near the elevators a raised plat- 
form has been provided on which 
ironer demonstrations are given several 
times each week. The equipment is al- 
ways ready for a private demonstra 


fee Clinic’ and the “Barbecue Pit" tion at any time between these days 
when an interested customer reques's 

(Please turn to page 61) 
DECEMBER, 1940—ELECTRICAL MERCHANDISING 


DIT 
des} 
stre 

help solve 
with which 
Our rec 
electrical d 
creased tre 
percentage 
One of 
was from 
Canada. H 
for 1939 ar 
us to clas: 
headings 
such recor 
We tur 
over to \ 
study for | 
Hasting 
one parag 
Canadian 
comprehet 
set out, a 
alarming 
writer’s 
wards a § 
Not at ; 
or any o 
not be mi 
cent net i 
on your 1 
Busine 
parable. 


ELEC 


Be = — 
-_ 
Ne 
ee. 
ied 


DITOR speaking—Across our 
desk there flows a_ constant 
stream of letters asking us to 
help solve every conceivable problem 
with which electrical dealers are faced. 
Our recent study of what it costs 
electrical dealers to do business has in- 
creased tremendously questions about 
percentages, allocation of expense, etc. 
One of the most interesting letters 
was from one of our readers in 
Canada. He enclosed his balance sheet 
for 1939 and among other things asked 
us to classify his expenses under the 
headings of our survey and to make 
such recommendations as we see fit. 
We turned his letter and statistics 
over to Mr. Hastings who made our 
study for us and here is his answer. 
Hastings speaking—Let us quote 
one paragraph from the letter of our 
Canadian friend, “We have made a 
comprehensive study of all your figures 
set out, and certainly the factors are 
alarming and we are wondering if the 
writer’s company would be heading to- 
wards a great pitfall in this country.” 
Not at all. There is no reason in this, 
or any other world, why you should 
not be making a profit of about 8 per 
cent net instead of losing 2.68 per cent 
on your merchandising operation. 
Business and man are very com- 
parable. Each is made up of intricate 


One 


Expenses classified and return analyzed to show 


possibility of better profits. 


The third 


of a 


series of articles on the cost of retailing appliances 


By Ernest C. Hastings 


parts which must function with deli- 
cate coordination if it or he is to be 
healthy. Ofttimes a pain in either ap- 
pears to be where it “ain't.” 

\ man gets a pain in his belly. With- 
out analyzing his trouble he may take 
some bicarb or a physic. If the trouble 
is only “gas” the former will relieve 
him, but if it is a “hot” appendix the 


salts may cause a rupture that will kill 
him. 

A business has a pain in its profit 
column. Without proper investigation 
the owner or manager may take a dose 
of more “volume” or of “expense re- 
duction.” The former may give relief 
if gross profit is maintained within 
reasonable limits. The latter may well 


wreck all possibility of profit by low- 
ering the vitality and efficiency of the 
business to below zero. 

My Canadian friend—and ALL 
Americans are friends of ALL Cana- 
dians—this may sound a bit foolish in 
a business letter. However, what we're 
trying to say in a very round about 
way is that your figures show you've 
been taking two tablespoonfuls of 
“volume” three times a day and in 
between you've been taking a few pink 
pills of “expense reduction.” The re- 
sult is you have a rather bad case of 
gross profit dysentery. 

Now let us “cut out” unnecessary 
words and get down to bare figures 
and cold facts. Nothing we say is in 
criticism but merely how we see your 
problem. 

We had a bit of trouble reconciling 
your original figures. Finally by work- 
ing backwards we found your gross 
profit of $21,023.92 included the 
$2,991.05 from rentals of refrigerators 
and $59.02 from financing customers. 
These two items should not be included 
in merchandising operations so we re- 
moved them when we classified your 


balance sheet under our headings. The 


two items were taken out of gross 
margins. 
You will note we also put freight 
(Please turn to page 63) 


Your General Your 
Present Average Goal Goal 
Classification of Operations Per- Per- Per- Per- 
Your Present Set Up Under Headings of Our Survey centages centage = centages centages 
Sales $105,155.54 Sales $105,155.54 100. 100. 100. 100. 
Gross Profit 21,023.92 Cost of Mdse. Sold 87,181.69 
Advertising 734.20 Freight & Express 153.40) 87,335.09 83.05 84.9 65. 70. 
Commission Paid 
Rep. 1.58 of Sales 1,667.99 Gross Margin 17,820.45 16.95 35.1 35. 30. 
- Occupancy 
2,402.19 Light & Power 83.71 
Rent 1,031.31 
Automobiles 1,000.63 1,115.02 1.06 3.5 4. 1.06 
Deprec. Autos 417.39 Cost of Salesmen 
Loss Autos. 397.46 Commission 1,667.99 
Traveling 1,395.61 
1,815.48 
3,063.60 
Cartage & Storage 6.50 Other Sales Costs 
Customs Misc. 2.24 Automobile 1,000.63 
Freight & Exp. 153.40 Depreciation 417.39 
Insurance 735.21 Loss Auto. 397.46 
Lawyer's Fees 86.70 —_—_——— 
Misc. Exp. 469.89 1,815.48 
Postage 170.76 Total Sales Costs’ 4,879.08 4.64 11.4 10. 6. 
Light & Power 83.71 * Total Publicity 734.20 .70 2.6 2. 2. 
Rent 1,031.31 Administration Exp.. 
Salary Executive 5,983.71 Tel. & Tel. 282.75 
"Office 3,144.32 Executive Salaries 5,983.71 
"Stock & Service 2,582.10 Office Salaries 3,144.32 
Stationery & Supplies 220.87 Supplies 220.87 
Tel. & Tel. 282.75 Postage 170.76 
Traveling Exp. 1,395.61 9,802.41 9.32 7.5 3 9. 
Deprec. F. & F. 181.65 Servicing 
Prov. of Quebec 41.00 Sal. Office & Service 2,582.10 
ee 2,582.10 2.46 46 3.5 2.46 
Total Expenses 20,795.40 Other Costs 
Dep. F. & F. 181.65 
Net profit transferred to Sur- Quebec Tax 47.00 
plus Account 228.52 Cartage & Storage 6.50 | 
Customs 2.24 
Insurance 735.21 
Lawyers Fees 86.70 
Misc. Exp. 469.89 
NOTE—This profit possible because of a 1,529.19 1.45 3.5 3 1.45 
$2,991.05 from renting refrigerators and 
Total Costs 20,642.00 19.63 33.1 29.5 21.97 
in our classification of operations. Net Profit or Loss — ~2.68 2. 5| 
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BUYING CAPITOL THE 
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In far-reaching significance, the coming Inter- 
en us national Home Furnishings Markets at The 
a al Merchandise Mart probably will outstrip all 
previous similar events! National defense, as it affects pro- 
duction of all goods; brisk demand for merchandise due to 
rising payrolls; the inevitable influence of world affairs on 
American styling ... all are reflected in the startling new 
designs, unusual and timely promotional ideas, up-to-the- 
minute market information, which foresighted buyers will 
find here, in the Buying Capitol of the Nation! 


INTERNATIONAL 


HOME FURNISHINGS 
MARKET 


JANUARY 61018 


Marr 


The World’s Biggest Buying Center ¢ Wells Street at the River 


CHICAGO 
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PALMER HOUSE 


FURNITURE MART 
Dates: January 5 to 20 


OTTER PALMER is the leg- 
endary host of Chicago. It was 
he who widened State Street and 
cleverly spotted the heart of the Loop 
with his hotel. General Grant and 
Phil Sheridan bought cigars in the 
old Palmer House and moose meat 
and buffalo steaks were rushed in for 
connoisseurs. Early day Chicagoans 


washed down their viands there with 
some of the first iced champagne from 
France. 

Whether this was the attraction or 
not cannot be said but early buyers 
their tents 


pitched at the Palmer 


| 


House. Drummers had to drag their 
trunks in there if they wanted a cus- 
tomer’s appraising eye to go over the 
contents. 

So snug were the buyers that when 
the Palmer House management wished 
to build a new hotel, they dared not 
tear down the old building all at once 
lest the rookery of buyers scatter for 
good. So the building was replaced 
half at a time. 

It is natural therefore that the 
Housewares Manufacturers Associa- 
tion, managed by A. W. Buddenberg, 
brings its first show there, January 


5 to 10. Combining the National 
Housefurnishers Manufacturers Asso- 
ciation and the Housewares Furnish- 
ing Association of America (which 
showed for years in the Stevens Ho- 
tel)—it is fitting that visiting buyers 
be made snug in some of the softest 
beds in the Loop, be permitted to lick 
their chops over the same food that 
has lured local buyers into the Palmer 
House for decades. 

No need to state that the show will 
occupy five complete floors of the 
Palmer House and the Palmer House 

(Please turn to page 35) 


MAJOR APPLIANCE EXHIBITORS, PALMER HOUSE, JANUARY, 5-10 


A. W. Buddenberg is the man who is 
shoe horning exhibits into the Palmer 
House. 
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A-B Stoves, Inc. 

The Harry Alter Co. 

Altorfer Bros. Co. 

American Ironing Machine Co. 
Anderson Stove Co. 
Apex-Rotarex Corp. 
Armstrong Products Corp. 
Auburn Central Mfg. Corp. 
Automatic Washer Co. 
Barlow & Seelig Corp. 

The Barton Corp. 

Bendix Home Appliances, Inc. 
Birtman Electric Co. 

Cavalier Corp. 

Clements Mfg. Co. 
Cleveland Co-operative Stove Co. 
Cole Hot Blast Mfg. Co. 
Conion Corp. 

Cribben & Sexton Co. 

The Crosley Corp. 

Crown Stove Works 

The Dexter Co. 

Easy Washing Machine Corp. 
The Estate Stove Co. 

Eureka Vacuum Cleaner Co. 
Evans Products Co. 
Fresh'nd-Aire, Inc. 

Gale Products 

The P. A. Geier Co. 

General Electric Co. 

Gibson Electric Refrigerator Corp. 
Glenwood Range Co 


1940 


Goodgas Range Div. Eagle Foundry Co. 

Guiberson Oil Heater Co. 

The Hoover Co. 

House Furnishing Review 

Hurley Machine Div. Electric Household Utilities 
Corp. 

lronrite lroner Company 

Kelvinator Div. of Nash-Kelvinator Corp. 

Kisco Co. Inc. 

Landers, Frary & Clark 

A. J. Lindeman & Hoverson Co. 

Magic-Aire, Inc. 

Morton Mfg. Co. 

Murschler Bros. Co. 

Nineteen Hundred Corp. 

Norge Div.-Borg Warner Corp. 

One Minute Washer Co. 

Premier Div. Electric Vacuum Cleaner Co. 

Renown Stove Co. 

Retailing—Home Furnishings 

Roberton Mfg. Co. 

Roberts & Mander Stove Co. 

Geo. D. Roper Corp. 

St. Charles Mfg. Co. 

Sanitary Refrigerator Corp. 

Standard Gas Equipment Corp. 

The Tappan Stove Co. 

Voss Bros. Mfg. Co. 

Westinghouse Electric & Mfg. Co. 

White Sewing Machine Co. 

Zenith Machine Co. 


The Palmer House, Chicago, where 
the housewares and major appliance 
exhibit will be held. 


MAJOR AND OTHER APPLIANCES 
SHOWING AT MERCHANDISE MART 


List as of November 1 


Alliance Mfg. Co............ 1491 
Aluminum Goods Mfg. Co... 1424 
Apex Rotarex Corp........... 1473 
Armstrong Products Corp.... 1477 
Art Stove Company.......... 1469 
Bersted Mfg. Co.............. 14-107 
Blue Circle Products Co...... 112 
Bradford, C. L., & Associates. 1472 
Capitol Products Co.......... 1433A 
Chicago Electric Mfg. Co.... 14-121 
Chicago Hardware Foundry 

Co., Sani Products Division. 7-149 


Crocker-Wheeler Elec. Mfg. 


Crown Stove Works 


1464 
Decatur, H. K., & Co........ 1433A 
Detroit Jewel Stove Co...... 1469 
Detroit Michigan Stove Co... 1469 
Detroit Stove Works.......... 1469 
Dominion Electric Mfg. Co... 1422 
Dormeyer, A. F., Mfg. Co.... 1472 
Easy Washing Machine Co.... 7-151 
Empire Electric Co........... 1491 
Enterprise Aluminum Co...... 1487 
1472 
Farberware Co. ............ 1419-A 
Florence Stove Co............ 1459 
Forman Bros., Inc............. 1477 
Foster Refrigerator Products. . 718 
Frigidaire Div. General Mo- 

Gale Prod. Div. Outboard 

Marine & Mfg. Co.......... 1472 
Garland Stove Co............ 1469 
General Construction Corp... 1488 
General Motors Sales Corp., 

Div. of Frigidaire........... 712 
Glenwood Range Co.......... 1472 
944 
Herschede Hall Clock Co.... 1422 
Hercules Refrig. Sales Co... 1416 
Howard Clock Corporation... 14-106A 
1457 
Kewaskum Aluminum Co...... 1457 
1491 
Knapp-Monarch Co. ......... 1495 
Landers, Frary & Clark....... 1416 
Leadstone, John T............ 1482 
Leviton Mfg. Co.............. 1481 
Lewis Electric Div., Akron 

Lamp & Mfg. Co........... 1488 
Liberty Electric Company.... 1482 
Malleable Steel Range Mfg. 

1477 
Manning Bowman & Co...... 1467 
Mathy, Leonard .............. 1477 
McCall Refrigerator Co...... 718 
McCleary, Nolen H.......... 14-107 
Metal Ware Corp., The...... 14-111 
Michigan Stove Company..... 1469 
Midwest Super Service, Inc.. 13-161A 
Mirro Aluminum Co.......... 1424 
Moore, Walter B., Inc........ 1400 
National Enameling & Stamp- 

National Enameling & Stamp- 

_ 1422 
National Sewing Machine Co. 1468 
National Silver Deposit Ware 

Naxon Utilities Corp......... W112 
Nelson Machine & Mfg. Co.. 1482 
Northern Electric Co......... 14-107 
Nye, Walter Co., The........ 1492 
Paramount Sales Co.......... 1558 
Peerless Mfq. Corp........... 1491 
Perfection Stove Co., Super- 

7-206 
Phillips, H. C., Corp......... 1488 
Plaut & Lederman............ 1490 
Ponsell Floor Machine Co.... W112 
Porcelier Mfg. Co............ 1422 
Proctor Electric Co........... 14-104 
Red Seal Appliance Co...... 1496 
Revere Clock Co....... 1422 
Robeson-Cutlery Co., Inc..... 1488 
Samson-United Corp. ........ 149% 
Sessions Clock Co., The...... 1409 
Smith, F. A., Mfg. Co........ 1422 
Somers, H. A., & Associates. 14-121 
Standard Gas Equipment Co. 1485 
Steam-O-Matic Co. .......... 1492 
Steinmetz & Kelly............. 1422 
Stevens Electric Co........... 1477 
Swartzbaugh Mfg. Co........ 1498 
Thunder, James A., Co....... 112 
Trauger, Roy F., & Associates 1488 
Universal Electric Log Co.... 1491 
West Bend Aluminum Co..... 1471 
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PROOF the Power 


1940 FRIGIDAIRE 


More than 600,000 
More than 35% the total ius 


More than 30% many 
All 


1940 was a great year for the entire refrigeration in-§9, while 


dustry. Many companies and dealers rose with ther montl 
tide of events to increased sales. But it remained forfath aft 
Frigidaire selling men to accomplish the outstandinggs volun 


job of this or any other year. he suc 


Month after month, Frigidaire dealers and salesmenfftinues | 


sold an ever-increasing share of the industry’s plusfficy of ; 


business—securing over 35% of the total increase overt inevit: 


WATCH THE FAVORITEW 


Frigidaire Division, General Motors Sales Corporation, Dayton, Ohio « Frizid@c Applic 


| 
| 


hip 


SELL... 


ustry sales increase over 1939 


Refrigerators! 


Refrigerators 


in#9, while other dealers divided the remainder. Month 
ther month, they turned in great, new sales records. 


forfinth after month, they marched to the greatest 


ings volume in refrigeration history. 

he success of the Frigidaire selling organization 
nenftinues year after year because it is based on a 
lusficy of accomplishment — Leadership in Action — 


ver inevitably points the way to leadership in sales. 


rs | Appliances—Refrigerators, Ranges and Water Heaters 


% Based on United States sales figures released 
by National Electric Manufacturers’ Associa- 
tion for first 10 months and our estimates for 
remainder of the year. 


THAT’S WHY-IN 1941 


Frigidaire dealers and salesmen will again accomplish 
outstanding selling achievements. Brilliant, new 1941 
Frigidaire products and aggressive selling plans will 
put them in an even stronger competitive position. 
Nothing has been overlooked — nothing will be left 
undone to increase the predominant leadership of 


Frigidaire Dealers. 


[ 
\ 
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| 
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BALANCED 


Refrigerator 


Trade-In System 


OW to make used refrigerator 
merchandising profitable in 
relation to new-appliance sales 

is a problem which has become in- 
creasingly bothersome to appliance 
dealers the country over—but it is 
possible to not only make trade-ins an 
asset to the firm, but to merchandise 
them with a comfortable profit, ac- 
cording to Wand’s, Inc., outstanding 
Frigidaire dealership of New Orleans, 
Louisiana. 

In New Orleans, as in other major 
cities, the saturation-point has been 
considerably magnified during the 
past three years—now consistently 
around the 50% mark, according to 
M. T. Wetherbee, sales manager for 
Wand’s. Where five years ago, only 
the occasional sale required figuring 
on a trade-in box, half of the present 
number are thus characterized ; requir- 
ing that an effective means of turning 
over trade-ins be built up before the 
maximum profit can be realized from 
new refrigerator promotion. 

“Like other major appliance dealer- 
ships, we found that we were realizing 
less than no profit from used refriger- 
ators four years ago” Mr. Wetherbee 
explained “Simply because we making 
allowances which eliminated much op- 
portunity to profit from the used box, 
and selling them as received from a 
rear room in our building. (Wand’s 
are dealers for air conditioning, com- 
mercial refrigeration and domestic 
appliances) It was customary to make 


PAGE 22 


Wand's, Inc., New Orleans, find that good 
allowance estimates, thorough re-condi- 
tioning, and a separate trade-in merchan- 


dise division makes the business yield a profit 


A view of a portion of the major appliance showroom of 
Wand's, Inc., New Orleans. Commercial refrigeration and 
air conditioning occupy the other half of the showroom. 


DECEMBER, 
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an attempt to break even on each 
trade-in, but this practice soon showed 
itself unsatisfactory in every way. 
After studying the problem, we nar- 
rowed it down to three essential 
points—good allowance _ estimates, 
worthwhile reconditioning matched 
against the selling price of the trade- 
in, and good effective merchandising 
for used merchandise entirely separate 


Now the 


from our regular new-appliance pro- home th 
motion. Each of these points has aid mixe 
been carefully built into our used- all my ¢ 
refrigerator sales structure, and _ has Says she 
these de 

made the business profitable. in a iff 
The story of how this was accon- aaa 
plished is of interest to every metro- vegetab 


politan dealer who continually runs Miss Bre 
up against the problem of disposing of 
trade-ins without tying up his organ- 


ization. First, all used refrigerators From hi 
are now sold in a separate division of “2° ‘ 
the Wand’s, Inc. building, on St. = ic. 
Charles Avenue in mid-town New keep he 


Orleans. This is a 30x 18 room near 
the business office, which can easily 
accomodate 25 used refrigerators, and 
is maintained independent of the new- 
appliance salesroom in the front of 
the building. Comfortable seating ar- 
rangements, and the same _ display 
methods used for new-box promotion 
are featured—each refrigerator raised 
on a display platform, and hooked up 
for operation when required. When a 
prospect who asks for a used refriger- 
ator is received, he is immediately 


(Please turn to page 35) 


| 
M. T. Wetherbee, sales manager, examines a 7-year-old reconditioned refrigerator. A salesman displays @ typical reconditioned trade-in in Wand's. Note $69.50 price. Be. ) 
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Says Miss Brown: "Can | interest you in a mixer?" 
“No, thank you,” is the natural comeback for the 
prospective customer, "I'm just looking.’ What's 
wrong with this situation? Well, Miss Brown gave 
her prospect a chance to say no. But why do you 
suppose the customer is at the mixer counter looking 
around if she wasn't really interested at heart? 


Now the right way. Says Miss Brown: “People are making a lot of ice cream at 
home these days. You can turn out real old-fashioned ice cream with this Kitchen- 
aid mixer.’ "| don't make any ice cream at home," replies the prospect. ‘| spend 
all my time taking care of the baby." Ah ha! There's the tipoff to Miss Brown. 
Says she, “It certainly is surprising how much of a job it is to fix up children's food 
these days. They have to have such a variety. This electric mixer can do the job 
in a jiffy. Did you know that it will operate a juice extractor, a food chopper, a 
vegetable slicer and grater, a colander sieve—everything you need to get the baby's 
vegetables fine and nice to feed. Let me show you how it works." From here on 
Miss Brown is demonstrating something that is of real interest to her prospect. 


How to win attention 
and influence buying 


Miss Brown now slides over to “plussing” her story. "An electric mixer has several 
beaters driven by motor power that will mix a cake much more rapidly than you 
can do it by hand." ‘How long should | beat it?" asks the prospect. "You beat 
the butter and sugar thoroughly but after you add the flour and milk it should be 
beaten on low speed for as short a time as possible to blend the ingredients." 


Now Miss Brown is ready to tell her prospect of the 


From here Miss Brown goes on to telling the story 
of all the things it will do and to show her how a 
rubber scraper will keep the mixer from accumulating 
on the sides of the bowl, and a pliofilm cover will 
keep her mixer free from dust when not in use. 


"| wonder where I'm going to keep such a thing?” 
asks the prospect. Miss Brown answers: “You will find 
it most handy to use if you keep your mixer out on 
the table near an outlet. It's better if this table has 
a drawer where the attachments can be stored. 


store's deferred payment plan which will spread the 
payments over a period of time and permit the cus- 
tomer to use the mixer while she is paying for it. 
Everybody is happy and a-good deed has been done. 
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With Greatest Electric Range| 


The Trend Is to Electric Cooking! And 1941 
Will Smash the All-time Record of 1940! 


% INCREASE EACH YEAR OVER 1934 


— 
\ 
Present sales indicate that 
\ 1 electric range will be 
; or THE sold to every 3 flame-type 
pe ranges in 1941. And only 
; G seven years ago, the pro- 
portion was 1 to 15! 
! 35 36 37 38 39 1940 
Compare G-E’s Growth with That of the Whole Industry! 
Total sales of electric ranges increased from 50,000 in 1933 to 448,000 
in 1940 (est.). An amazing growth! Yet this tremendous rate of in- 
crease has even been exceeded by that of General Electric Ranges! 
c wing 1) wi b Swing up to higher profits with the range These and plenty of other advancements 
oe — p that’s racing ahead. Cash in now on these _ for clean, cool, fast, low-cost-cooking! 
‘ENER | — ee instantly salable features. And see what G-E does for you in 1941 
if NE L EC IC The lowest electric range prices in G-E PY omotion! 
Dp history. Streamlined beauty that wins a Bigger, smarter promotion—more inten: 
RANGES woman as soon as she steps on the floor. _ sified than ever! 
The new “Flavor-Saver” Oven that seals- Smashing national adver ising, in full 
Ali e will N ew in juices and flavor. The new, faster Thrift color. More compelling mailing pieces. 
; Cooker that live steams vegetables and More arresting displays. More powerful 
meats to retain their wholesome goodness. ”¢“SPaper ads for locally. All 
res tor 4 l The Calrod “‘charcoalike” broiler that glor- crammed with “sell. 


ifies a steak. The No-Stain Vent that helps Get set with General Electric Ranges fot 
keep grease from soiling kitchen walls. 1941. Your G-E distributor has ranges fF 
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URNS THE HEAT 


Promotion Ever Created for Dealers! 


EVERY ROAST WILL 
WORK FOR YOU IN 1941! 


Watch for the big G-E sanouncement that 
will soon make all America “roast-minded.” 
And “electric-range-minded.” It will make 
the backbone of every meal the backbone of 
G-E range promotion, Coming up——hot! 


GENERAL ELECTRIC RANGES 


GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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alesmen 
are 


in this 


Business 


A new plan of compensating appliance 
salesmen has been successfully used at 
the Good Housekeeping Shops, Provi- 


dence, R. |. Here's how the plan works 


\TISFIED salesmen are the best 


saiesmen., 


Upon that simple theory, Good 
Housekeeping Shops, of Providence, 
Rh Island, which operates four 
retail major electrical appliance stores 
in that State and Massachusetts, has 
leveloped a unique sales policy that 
n ly has increased business sub- 
stantially, but has accomplished the 
almost unbelievable in the strictly 


i DY guaranteeing its 
en regular incomes at earning 
higher than average. 


Probably one of the most unusual 
rms of cooperative endeavor in 
electrical appliance selling, the scheme 
is, however, no vague effusion of an 
impractical visionary. On the con- 
trary, it is based on the time-honored 
axiom that by pulling together, com- 
pany and men, both should go twice 
as far. During three years of actual 
operation, individual initiative has 
improved, sales volume advanced, and 


by pooling commissions in an unorth- 
odox but highly practical manner, the 
men have assured themselves of regu- 
lar pay envelopes, good weeks and 
poor. 

In order to be scientifically accurate 
in formulating a policy (after all it 
is useless to lubricate the wrong place 
in any machinery), Alfred P. Demers, 
manager of one of the stores and 
originator of the plan which has 
worked out so successfully, sought to 


discover some of the chief causes of 
dissatisfaction among salesmen. From 
his own experience in the field, and 
from detailed study of his organiza- 
tion, he listed the following for 
remedial action: 

(1) Lack of regular income such 
as is enjoyed by workers in virtually 
every other business. (2) Deductions 
from commissions for trade-in allow- 
ances. (3) Full rebate of commis- 
sions on repossessed merchandise 
weeks or months after it has been 
sold, and despite the fact the customer 
already has made payments. (4) De- 
ductions for incidental expenses and 
concessions to customers often neces- 
sary in clinching sales. (5) Tend- 
ency to treat commission men as 
transients to be used and discarded. 

Strangely enough some of the very 
points which exasperated the sales- 


Under the cooperative selling plan, floor 
time is divided equally among the sales- 
men. Here Mr. Audette points out the 
advantages of electrical refrigeration to 
two customers in a corner of the Good 
Housekeeping Shops store in Pawtucket, R. |. 


“Build Up the Pool” is the slogan of these hard-hitting sales. 
men functioning under the unique Rhode Island plan. Man- 
ager Demers points to the sales chart as his men look on. 
They are, left to right, standing: James A. Cashman, Fred. 
erick Audette, Philip Belanger and Mr. Demers, with Eugene 


Maurice, stooping. 


Alfred P. Demers, store manager and originator of the nove 
Good Housekeeping Shops sales policy, has had 20 years 
practical experience selling electrical appliances. “| know 
what payless pay days are,” he says, “and that's whet 
prompted formulation of the co-operative plan.” 


men, dulling their selling edge, als 
were the source of constant annoyance: 
from a company standpoint. Trade- 
in allowance and repossession head- 
aches have been the bane of many a 
employer. And what sales manag: 
hasn’t wished for a trained, reliabl 
sales staff and yet has been unable t 
offer a steady, assured wage! 

The diagnosis made, the nex 
thing was the cure. In preparing th 
prescription, Mr. Demers used as his 
principal ingredient his own firm 
viction that in order to make sale: 
men satisfied the first essential is : 
prove to them in a definite, tangib! 
manner that company prosperity als 
means individual prosperity. Wit 
that in mind his cooperative concoc- 
tion was as unusual as it is potent 
It took persuasion to get the compan) 
to administer the dose, and the sales- 
men to take it. But three years 
application has proved its efficacy. 

Briefly, the plan makes the sales 
men active partners in the business, 
with definite responsibilities.  Six- 
teen percent of their sales are turne! 
over to them as a group, out of whic! 
they must get their commissions an! 
defray all direct selling costs, suc! 
as trade-in allowances, special grants 
to customers, outlet installations, etc 
The 16 percent is divided into t 
pools, roughly, 12 percent for con 
pensation and four percent for ex 
penses. 

The expense pool, or continge! 
fund, as it is called, is required t 
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. . . THAT IS PREFERRED BY ‘ 
SELLERS AND BUYERS ALIKE 


Available in a wide range 
of models and types. 


Briggs & Stration ... THE 


MARK OF MORE MOTOR VALUE 
Dependable power that satisfies every per- 
formance demand — economical operation 
with a minimum of “servicing” during long 
years of performance — plus many other 
features have made Briggs & Stratton 
“Preferred Power” for hundreds of machines, 
tools and appliances. 


BRIGGS & STRATTON CORP. miLwAukEE, wiSs., U.S.A. 
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@ It is no accident that refrigerator interiors have been 
porcelain enameled for many years. Here is the hardest, 
most sanitary and durable finish known for this pur- 
Porcelain enamel is a true mineral substance, 
solidly fused to a special iron base at 1550 degrees Fahren- 


pose. 


heit. Even after countless washings it remains as smooth 
as glass. @ Naturally, the metal base is important; and 
when it is “porcelain enamel fused on Armco Ingot Iron,” 
you may be sure your customers are getting the best pos- 
sible combination. ¢ And remember, Armco Ingot Iron 
is the only enameling iron that has been nationally adver- 
tised for more than a quarter-century. People know it, 
accept it, want it. The American Rolling Mill Company, 
3011 Curtis Street, Middletown, Ohio. 


ARMCO INGOT IRON 


A NAME KNOWN TO MILLIONS 
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maintain a reasonable balance at all 
times. The compensation pool is 
divided among the salesmen according 
to fixed percentages based on produc- 
tion, but the amount available for 
division is determined by withdrawals 
from the contingent fund. Thus, it 
is obvious, if the salesmen use good 
judgment, if they don’t give excessive 
allowances and keep other expenses 
to a minimum, they automatically 
assure themselves of a higher com- 
mission. 

At the outset, each territory was 
studied to determine the amount of 
business that could reasonably be 
expected and how many men could 
cover it adequately for the company 
and with profit to themselves. In the 
area served by Mr. Demers’ store, 
which will serve for purposes of illus- 
tration, four men were deemed suffi- 
cient, and under the cooperative plan 
they put all their commissions into the 
compensation pool. 

Based on monthly volume, the man 
with the highest sales record is ac- 
corded first position, which carries 
with it 40 percent of the pool. The 
second high man gets 27 percent, the 
third man 21 percent and the fourth, 
12 percent. Taking the average month, 
with the compensation pool contain- 
ing, say, $700, the men in order of 
their standing would receive (exclu- 
sive of bonuses): 


First position ....... $280 
Second position ..... 189 
Third position ...... 147 
Fourth position ..... 84 


Jumping at conclusions, it might 
appear the percentages of the top men 
are out of proportion, or their abili- 
ties so much superior they are actu- 
ally carrying the others. Neither as- 
sumption is correct. Statistics for the 
three years show there hasn’t been a 
variation of 3-10th of 1 percent in 
what the men would have received for 
the same work under the old plan, 
and the advantages more than make 
up the difference. Incidentally, the 
plan doesn’t preclude bonuses. These 
are still given separately when the 
company wishes to push dormant 
items, or introduce new ones. 

How the cooperative plan increases 
sales and makes selling easier is not 
difficult to demonstrate. Take the ex- 


ample of a salesman attempting ¢ 
interest a woman in a refrigerator, 
While he is pressing his arguments, 
she remarks that a radio in the home 
is giving her trouble. Alert, he looks 
it over, finds it needs but a minor 
repair, steps to the ’phone and calls 
his servic: department. The cost is 
charged to the contingent fund, but in 
performing the service he clinched a 
sale and made a friend for the com- 
pany. And for maybe $1.50 he swelled 
the compensation pool by $32. 

But that is not all! In selling the 
refrigerator he had to take an old ice 
box in trade, ordinarily virtually a 
loss, but not so under the Good 
Housekeeping plan. The original al- 
lowance is deducted from the contin- 
gent fund, but -profits from the re- 
sale of the box, after overhead and 
reconditioning expenses are sub- 
tracted, go back into the fund for 
future use, or for ultimate division 
among the men. This so-called “sal- 
vage” profit amounts to about three 
percent a year, which is just that 
much more income for the salesmen. 
And the company gets its full retail 
price on every sale! 


Solves Repossessions 


The liberalized sales policy also 
solves, in an eminently equitable man- 
ner, the highly controversial problem 
of repossessions. Returned merchan- 
dise is considered, simply, the reverse 
of a sale and so is deductible from 
the compensation pool, except that the 
salesmen, through the pool, are en- 
titled to retain 12 percent commission 
on the amount the customer may have 
already paid to the company. 

To the salesmen, the Good House- 
keeping plan means the self-respect 
and confidence that goes with a steady 
income. It means, too, an opportunity 
to use individual initiative, backed up 
with resources, to build business and 
increase earnings. To the company, it 
means greater sales volume, elimina- 
tion of picayune selling problems 
which so often hamper full efficiency 
of an organization, and most impor- 
tant, it means the development of a 
permanent, satisfied staff of high- 
type, steady employees, aggressively 
interested in the business. 


“OH, DEARIE! THE TOAST IS BURNING!" 
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Get away to a flying start for 1941. 


Thousands of dealers wound up this 
year with a substantial accumulated 
dividend on appliance business as a 
result of financing time payment sales 
on the PROFIT PROTECTION 
RESERVE PLAN. 


Santa Claus brought them a whacking 
Christmas dividend of PROFITS saved 
by this sound plan . . . profits saved 
because the plan protected them 
against losses and re-imbursed them 
for special expenses incident to instal- 
ment selling. It left them their full 


COMMERCIAL CREDIT CORPORATION 


profit onthe merchandise sold on time. 


There'll be other dividends. If you 
want to declare in on them, act now. 
The quicker you qualify, the surer 
you'll be of enjoying the fullest benefit. 
Thousands of dealers switched this 
year to the PROFIT PROTECTION 
RESERVE PLAN. It paid them. It 
will pay you, too. 

It’s as simple as ABC. It’s sound. It is 
liberal and attractive to your custom- 
ers. Let us tell you about it. Just send 
us the coupon below, to say you're in- 
terested, and we'll send you the story. 


Thousands of dealers profited by the DOUBLE DIVIDEND feature of the 


PROFIT PROTECTION 
RESERVE PLAN 
for 
TIME PAYMENT SELLING 


IF you WANT: 
MORE Sales MORE Profit 
MORE Protection for Profit 
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Conferees gathered together at West Virginia's lighting 


school 


New 
Lighting 


The University of West Virginia's extension service 


puts on a lighting school with professional talent 


By William M. Corwin 


Even “Information Please" had its day at West Virginia's lighting extension confer- 

ence. Here the board of experts ponder a weighty question from the audience. 

The "board" left to right—E. D. Altree, General Electric; A. W. Anderson, Square 

"D" Company; W. G. Darley, General Electric; F. R. Kolb, Duquesne Light Com- 
pany; Sam Hibben and H. C. McDaniel, Westinghouse. 


W. Va. Lighting extension conference banquet notables. Left to right: Samuel G. 

Hibben, Westinghouse director of applied lighting, the speaker; Dr. A.’H. Forman, 

West Virginia University electrical engineering head, the toastmaster; President 
Charles E. Lawall of the University, another speaker. 
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T was probably one of the few 
times that electrical contractors, 
wiring specialists, school officials, 
building superintendents, engineers, 
utility representatives and architects 
from an entire state ever sat down to- 
gether to discuss a common problem. 
It was certainly the first time that 
such groups ever studied together to 
find a solution for that problem—stud- 
ied under the auspices of a state uni- 
versity as a part of that institution’s 
extension program, used its facilities, 
its staff and its “mothering wing” to 
launch something new in the annals 
of the American electrical industry. 
But then, West Virginia’s 27-year- 
old extension service program has 
been a progressive one as it sought to 
“build the university into the life of 
the state’—a program that annually 
brings thousands into its courses on 
mining problems, ceramics, fire fight- 
ing, journalism, gas measurement, 
credit items, and even athletic coach- 
ing—a program concerned with the 
technical aid which can be given to 


all groups involved in West Virginia’s 
social and economic improvement. 

Thus, did West Virginia’s engi- 
neers and architects and builders and 
contractors go to Morgantown in late 
October to partake of an all-round 
program of coordination, cooperation 
and better living that despite its free- 
dom from commercialism, neverthe- 
less from the keystone to a merchan- 
dising plan based on “the selling oi 
seeing” for home, store, office, and 
factory, and the proper wiring, con- 
trol, and fixtures to make this possible. 
Thus did those groups go back to 
“school” for a look at fundamentals 
and for a chance to catch up with tlh 
many recent developments in the field 
of wiring and lighting. 

If there was anything that belied 
the appearance of the conference as a 
“school” from the opening welcome to 
the new “pupils” by President Charles 
E. Lawall to the “commencement ad- 
dress” by J. M. “Jim” Ketch, of the 
General Electric Company’s Nela 


(Please turn to page 58) 


A group of the “teachers” at West Virginia University's lighting extension confer- 

ence. Left to right, front row: Hugh Archer, Detroit Edison Company; Dr. A. H. 

Forman, West Virginia University electrical engineering head; W. G. Darley. Gen- 

eral Electric. Back row, left to right: A. W. Anderson, Square "D" Company; R. N. 

Green, Fostoria Pressed Steel Corporation, Detroit; E. D. Altree, General Electric; 
H. C. McDaniel, Westinghouse. 
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A Balanced Refrigerator 


The Wand's, 


appliances, a complete line of commercial refrigeration and air condition- 


ing equipment is carried by the company. 


CONTINUED FROM PAGE 22 


Inc., building in New Orleans. 


Trade-In System 


In addition to household 


Used refrigerators are handled 


in a separate division. 


taken to this room, and turned over to 
a salesman who knows the entire story 
of each box, for skilful, effective sell- 
ing. 

The 25 boxes in the used-refriger- 
ator showroom are replaced as sold 
from the Wand’s, Inc., warehouse 
building, two blocks away from the 
Here, a reserve stock of 
some 60 refrigerators is maintained, 
turning over rapidly enough, however, 
that few remain more than one month. 

Those are the mechanical features 
of the system. Added to this is a 
well-operated allowance and recondi- 
tioning operation which has made it 
possible to sell used refrigerators at 
prices $20 and more above the stand- 
ard five years ago. 

All Wand’s salesmen have been 
specifically trained in making apprais- 
als for trade-ins—to allow the correct 
amount in relation to what the box 
will cost to recondition, and what it 
will bring when placed on sale. A 
“premium” has been placed on smaller 
refrigerators of six, five, four and 
even three-foot capacity sizes—inas- 
much as these have become the 
“demand” merchandise in the trade-in 
Allowances for smaller 
boxes are as much as $15 higher than 
for large models, regardless of age— 
and thus, the firm maintains its supply 
of small refrigerators. “Reasons for 
this are evident” Mr. Wetherbee 
pointed out “The fact that New Or- 
leans has thousands of efficiency 
apartments being modernized each 
year has created a huge demand for 
the small-size box, and we can sell 
these before they reach our showroom 
in many cases.” 

Where the prospect has a_ used 
refrigerator of the eight-foot and 
larger size, and obviously paid as 
much as $300 for it only a few years 
ago, it is not good business to offer 
20 or $30 for it, Mr. Wetherbee 
added. Accordingly, this offer is 
made—the Wand’s, Inc. organization 
will take it to their showroom, adver- 
tise it at the correct price, and sell it 
for the customer, charging him only 
the cost of the newspaper advertise- 


showroom, 


showroom. 


ment. In this way, the bulk of un- 
profitable large-size models are dis- 
posed of without trouble. 

Actual sales appeal, and whether 
the firm can make a reasonable profit 
from it, depends entirely upon recon- 
ditioning, according to this New Or- 
leans electrical dealership. All re- 
conditioning at Wand’s of used boxes 
is “complete” in every sense of the 
word—carried out in a modern elec- 
trical shop in the rear of the build- 
ing, with five service men and three 
mechanics on regular duty. When 
the used refrigerator moves to the 
showroom, it spends several days 
here. First, the old paint is rubbed 
down or boiled off as required, and 
entire box sprayed with two coats of 
white Dulux—except for the grey 
finish found on such models as the 
“W” line of ten-year-old Frigidaire 
models. Interior baskets or shelving 
are resilvered, and the cube trays re- 
placed. If any woodwork appears, 
this is either replaced or revarnished, 
and new rubber gaskets placed around 
the door rim. Step by step, by either 
refinishing or replacement, the box 
itself is brought to brand-new appear- 
ance. 

Next, the refrigerating mechanism 
is completely removed, and worn parts 
replaced. Reconditioning includes a 
new belt, new rubber motor mounts, 
new fluid, and a check of every valve 
and section of the unit until it meets 
new specifications. In some cases, 
units are even changed from one box 
to another. After reconditioning, 
which ranges usually between $10 and 
$15 depending on box condition, each 
refrigerator is run for three days to 
test it. New paint cost averages $3.50 
per unit. 

After this it moves to the salesfloor 
—BUT, with the inclusion of a job- 
ticket idea which Mr. Wetherbee 
believes is chiefly responsible for the 
fact that Wand’s averages a sale price 
of $69.50 per unit sold through the 
used-box showroom, for the six-foot 
capacity model. On this ticket, a 
regulation shop tag, are shown each 
step in reconditioning, with the cost 
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of each carefully recorded, and added 
in the right hand column. Thus, 
when extending the box with its 90- 
day guarantee (standard) the sales- 
man can show in_ black-and-white 
what the prospect is buying. This 
theory, naturally, is that he is buy- 
ing trouble-free service, and his dol- 
lars are thus going for guaranteed sat- 
isfaction. Maintenance of this higher- 
price level has had another good effect 
—it allows the salesman to trade up 
his prospect in many cases to a new 
box simply through pointing out that 
costs are not widely separate. 

Used refrigerators at a _ stepped 
price of $69.50 for the six-foot size, 
$59.50 for five feet, and $49.50 for 


four feet models are given a month 


on the salesfloor at an average. Many 
sell through listing of past prospects 
who have asked for a model of such 
a make or gize, telephoning them 
when it is received to come and get it. 

Advertising comes from good use 
of newspaper display ads—once a 
month a photo of one typical used 
box, with the price and story of its 
reconditioning, is run in three New 
Orleans papers. More sales are de- 
rived from listing several models by 
size and price in the classified sections 
of the same papers each week. Fin- 
ally, Wand’s Inc. has a theatre ‘mar- 
quee of interchangeable-letter use 
which is used every two weeks to 
draw attention to the used refriger- 
ator department. 


See Bigger Appliance 
Shows in Chicago 


exhibit hall. As last year at the 
Stevens Hotel, the major appliance ex- 
hibits will be staged in the Palmer 
House exhibit hall on the fourth floor. 
Exhibits will be open from 9 a.m. to 
6 p.m. and the curtain will ring down 
January 10 at 6 p.m. 

The annual banquet will be held 
January 7 in the Grand Ballroom with 
a start afforded by a reception and 
cocktails in the Red Lacquer Room 
at 6:30 p.m. Dinner goes on the table 
at 7:30 p.m. in the Grand Ballroom. 

Thursday, January 9, is set aside 
for a stag dinner and all-star variety 
show of gyrating lovelies. 

At the Merchandise Mart, across 
the River north, Sunday, January 5, 
sees the start of things, according to 
publicity generalissimo J. M. Dun- 
combe, who announces a buffet dinner 
with entertainment and dancing in 
the Merchants and Manufacturers 
Club as guests of the 14th floor Mart 
Club. The Merchandise Mart, a 
whipstitch from the Loop, will have 
its exhibits open a day ahead of the 
formal opening—January 6—to pro- 
vide buyers an opportunity to preview 
new items. 


CONTINUED FROM PAGE 19 


“Again the floor tenants will feature 
the Red Star items to be chosen by a 
committee made up of wholesalers,” 
says Mr. Duncombe. “These items 
must be entirely new or bona fide 
bargain values. These items are to 
carry the distinguished symbol for ex- 
clusive showing in the Mart.” 

Telephone, secretaries and necessary 
office facilities are being provided in 
special rooms on the 14th floor. 

“Earlier spring buying in the house- 
ware and appliance industry is ex- 
pected,” Percy Wilson, managing di- 
rector of the Merchandise Mart, states. 
“With labor shortage and increasing 
cost of raw materials threatening to 
raise prices beyond the 10 per cent in- 
crease experienced in the last 60 
days.” 

So paste these dates in your hat— 
for the three shows to be held in Chi- 
cago in January: : 

Merchandise Mart, Jan. 6-18; Inter- 
national Home Furnishings market. 

Housewares Manufacturers Asso- 
ciation, Palmer House, January 5-10. 

American Furniture Mart, National 
Home Furnishings Market—January 
8-20. 


EXHIBITORS AT AMERICAN FURNITURE MART 


Altorfer Bros. Co. 

American Ironing Machine Co. 
Apex-Rotarex Corp. 
Appliance Mfg. Co. 
Associated Mfgrs. of Am. 
Automatic Washer Co. 
Barlow & Seelig Mfg. Co. 
Barton Corp. 

Blackstone Mfg. Co. 
Brunswick Radio Co. 
Cavalier Corp. 

Coleman Lamp & Stove Co. 
Dayton Refrigerator Corp. 
Detroit Vapor Stove Co. 
Duo-Therm 

Easy Washing Machine Co. 
Edison G. E. Appliance Co. 
Ernst & Co. 

Estate Stove Co. 


Frigidaire Corp. 
Gain-A-Day Company 
Globe American Corp. 
Gray & Dudley Co. 
Heinz & Munschauer 
Holland-Reiger, Inc. 
The Hoover Co. 
Horton Mfg. Company 
Krebs Stengel & Co. 
Meadows Corporation 
Meyers & Danziger 
Motor Wheel Corp. 
Nash Kelvinator Corp. 
Norge Corp. 

Division Borg-Warner Corp. 
Philco Corporation 
Quaker Mfg. Co. 
Renew Sweeper Co. 
Morris S. Segal Co. 
Sweeper Vac Co. 
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..-and it’s YOUR BUSINESS 
we’re talking about! 


Everyone says 1941 is going to be a great refrigeration 
year. We say it’s going to be a great Westinghouse year! 
That’s our business—but you can make it YOUR business 
as well. Read what Westinghouse is doing about it. Then 
do something about it yourself! Write, wire or call your 
Westinghouse Distributor. Keep posted on developments 
that are going to put Westinghouse Dealers over with a 
bang on the money side of the refrigerator business! 


NEW PRODUCTION CAPACITY! 


Westinghouse is increasing production capacity on 1941 
refrigerators through a $1,500,000 building program at 
Mansfield. This includes a new metal-stamping plant and 
a new warehouse to release present warehouse space for 
production. YOU can share in the dividends this invest- 
ment is going to pay! 


RADICALLY NEW PRODUCT! 


Westinghouse design and laboratory engineers have been 
working for a solid year to give you the finest, most 
salable, most foolproof product ever offered to the public. 
When you see it, you'll forget there ever was anything 
called an electric refrigerator before! And it’s YOURS to 
SELL at a REAL PROFIT! 


NEW, GREATER PROMOTIONS! WE’RE PRODUCING! 


Westinghouse sales promotion and advertising for 1941 


has been planned to hit a new high in force and convincing ied the most popular line of 
power! Every detail is designed to turn the spotlight on 


Westinghouse and Westinghouse Dealers as never before! ELECTRIC REFRIGER ATORS 


It not only delivers prospects—it helps you sel/ them— 


at a PROFIT! in Westinghouse History! 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
MERCHANDISING DIVISION, DEPT. 262 MANSFIELD, OHIO 


o | APPLIAN CES 
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the: Dealer Showings 


featuring Line for 


Hold Everything! All Westinghouse Refrigerator ani Range 
Distributors are holding Dealer Previews ¢afly in January. 
Everything’s new! Everything is designed and priced fo get 
5usiness for YOU. The national advertising program is the 
largest ia Westinghouse history. The Dealer Helps have been 
created and built to spotlight YOUR STORE. 
There’g a Westinghouse “Step It Up Dealer Showing 
F booked i your territory.-Our local Distributor will send you 
.* invitation announcing the cxact time, Plate and date. So 
hold everything! The Westinghouse line of 41 Profit Makers 
is on its way. 
Tone in Musica! A merteana,” 


ELECTRIC HOME APPLIANCES 
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IS THE WORD FOR 


THE YOW 
CHROMALOX 


RANGE UNIT 


Supnr -SPEED 


Cooks food as fast as food will 
cook! Cooks by contact—the 
fastest possible way. Chromalox 
has 100-250% more contact 
cooking surface than any other 
metal encased unit. 


economy 


Contact cooking is low cost 
cooking. All the heat flows 
straight to the utensil—no heat 
resisting air spaces. ‘Two-units- 
in-one" feature provides cooking 
areas for every size utensil and 
eliminates wasted heat when 
using small utensils. 


Supnr -CLEANLINESS 


The cleanest electric cooking 
unit! No crevices to trap the 
dirt. Nothing to take apart. 
Just wipe off the flat top and 
your unit is as clean as new. 


-CONVENIENCE 


Six heats, selective cooking 
ereas and uniform heat make 
Chromalox the easiest cooking 
unit of all! 


SALES 


The greatest selling feature 
ever, make range buyers every- 
where say, “| want the range 
with Chromalox Units’! 


THIS NEW BOOK 


“How To Seli More 
Ranges" is pocked full 
of soles hints. Send for 
your copy todey—Mai/ 
the coupon with your 
business letterhead. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh, Pa. 


Send me “How to Sell More Ranges”. 


Name 


Position 
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Plan 


for 


Distributors 


When a distributor sends 
a bulletin to a dealer — 
that's just routine. But when 
a dealer issues a bulletin 
mailed to all his distributors 
that fills the classic defini- 
tion of news. 

Erskine Healy, Inc., of 
Rochester, N. Y., distribu- 
tors, send us the story of 
one of their dealers, The 
Hatch Music Store of East 
Rochester and a copy of the 
bulletin which ought to strike 
chord with 
other busy retailers. Here's 


responsive 


the evidence: 


Editor 
Electrical Merchandising: 


“Most of the Radio Wholesalers of 
Rochester are now working on a uni- 
form Plan, which was sent 
to all of our Dealers early in August. 
Other Distributors sent out Bulletins 
along the same line and up to date 
there have been, of course, a number 
of favorable and unfavorable com- 
ments, usually depending upon 
whether the dealer has been in the 
habit of taking care of his own service 
or has been trying to sell our Radios 
without the assistance of even a part- 
time service man. 

What appealed to me as one of the 
best letters we have ever received 
was the answer of Leon C. Hatch, 
who runs The Hatch Music Store in 
East Rochester, New York. His 
Bulletin going to all of the distrib- 
utors in this territory. Yesterday I 
called on him personally and con- 
gratulated him upon his very humor- 
ous bulletin and when I went in asked 
him if he wanted me to give him a 


Service 


$5.00 bill in advance and when I left 
he could give me any change I had 
coming or if he would keep track of 
my time and give me a charge when I[ 
was leaving. At any rate, I am en- 
closing a copy of our Bulletin and his 
answer.” 
ERSKINE-HEALY, INC. 
Ray F. Healy 


Bulletin from 
The Hatch Music Store 


East Rochester, N. Y. 


To All Distributors on “Goofy Guar- 
antee” plan. 

We are announcing a new and im- 
proved plan for radio distributors. 

Please read the entire letter thor- 
oughly and keep it in a handy place 
for future reference. 

Effective August 12th, we submit 
two new plans as follows: 


PLAN No. 1 
RADIO SALESMAN 


(for distributors who maintain 
salesman for radio only) 


The distributor is to pay at the rate 
of $3.00 per hour for all time the radio 
salesman kills at the dealer’s store and 
takes up of the owner’s valuable time. 
Time and a half will be charged when 
listening to the bright sayings of their 
children, golf scores, number of scotch 
and sodas consumed on last night’s 
bender, and wife’s bridge parties. 
Double time will be charged against 
the distributor for listening to how 
many more radios Jim Jones sells 
than we do. Triple time will be 
charged when looking at copies of 
other dealers’ orders up to $100. 


$100.00 to $200.00— 4 times 
200.00 to 300.00—5 " 
300.00 to 500.00—6 " 
500.00 up io" 


Cigarettes and matches bummed by 
salesman will be charged at the rate 
of 35¢ per pack (matches included) 
minimum charge 1 pack. 

“Time lost” cards must accompany 
all salesmen. These cards provide for 
the date of call, salesman’s name and 
address, appliance sold and nature, of 
call. Please examine these tags care- 
fully. These cards are available from 
our “Time Wasted” Dept. Factory 
salesman when accompanying regular 
salesman must fill out “More time 
Wasted” form, No. 8 Ball. 


PLAN No. 2 


(For distributor whose salesman 
sells more than one appliance) 


Read all Part | 
carefully. 

Under Plan 2, we will pro-rate time 
and charge against each account such 
as radio, washer, tubes, stoves, etc. 

All of above charges will be de- 
ducted from monthly statements. 

The above plan is installed in order 
that we may extend prompt and 
efficient service to our customers 
Under both plan 1 and 2, all toll calls 
which salesman incurs and fails 
pay for will be charged at the flat 
rate of $2.00. 

For each person in our organization 
listening to rubber stamp sales talks, 
there will be a minimum charge of 
$2.00. 

“Stealing the Show” or reasonable 
facsimiles thereof, when used by sales- 
man, will be charged back at the rate 
of $5.00 per utterance. 

We again ask you to please read 
carefully and advise us which plan 
your organization comes under. We 
solicit your co-operation in this plan 
which will enable us to do our work 
as we had planned and we will all 
realize added benefits. 


HATCH MUSIC STORE 


paragraphs of 


DECEMBER, 1940—ELECTRICAL MERCHANDISING 


ELECTRIC 


& > | 
- 
| 
| 
| = 
| 


of the Kitchen, likes 
Du Pont DULUX because of its beau- 
tiful, snowy whiteness, its ease of 
cleaning and its resistance to food 
spots and household grease stains. 


Sal Y; Vice-President in charge 


Bil pays the family bills. He 


likes DULUX because this 
finish is so durable it will keep the 
refrigerator sparkling white for years 
to come. He knows he got the best 


buy when he insisted upon DULUX. 


> DULUX is one of the finest ‘‘extras’’ that ever helped clinch a sale. It clicks 
ye with customers because it has every quality needed in a refrigerator finish— 
snowy whiteness, ease of cleaning, spot resistance, rugged durability. That's 
why so many salesmen find it pays to mention DULUX—Made by Du Pont— 
id early and often in every sales talk. It pays . . . because it helps sell refrigerators 
faster. E. 1. du Pont de Nemours & Company (Inc.), Wilmington, Delaware. 


THE MODERN FINISH FOR 


MODERN LIVING...IT Sayeg wo 
R 


Sally, Bill, and Buddy—each has a different reason 
for liking the DULUX finish on the new Christmas refrigerator 


And he likes 
DULUX because he won't be scolded 
if he gives it an accidental bump, 
for DULUX is resistant to bumps 
and knocks, chipping and cracking. 


Duddy 3; business is BUMPS! 


REG. U.S. PAT. OFF. 


DULUX 


REG.U.S.PAT. OFF. 


FINISH 
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NEW MERCHANDISE 


EXPORT BUSINESS 


The Sureau of Foreign and 
Domestic Commerce will be glad 
to cooperate with manufacturers ol 


new products to assist them in intro 
ducing these products in other 
countries. Any who may be interested 
in this service should submit his 
request to the ELECTRICAL 
DIVISION of the Bureau in Wash 
ington or the nearest Field Office 


Models 


Sellina Features: 


GIBSON Refrigerators 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Two Super Freez’r Shelf 
models; 2 Freez’r Shelf models; 2 
Conventional freezer units; 2 Apart- 
ment house models A-331, A-47]1. 
Super Freez’r Shelf 
models SF-791 and SF-691, 7.14 cu.ft. 
and 6.75 cu.ft. capacity, equipped with 
giant fast freezing compartment for 
frozen foods and speedy ice cube pro- 
duction, drop-type chrome-trimmed 
glass door on Freez’r compartment; 
gliding Chill-Drawer under Freez’r 
shelf has near freezing temperatures 
with cold, moist air for meats, salads, 
beverages ; adjustable gliding shelves ; - 
“Jack Robinson” ice cube trays and 
double width tray; sliding twin vege- 
table fresheners; defrostajar;  tilt- 
bin; interior light; inside thermom- 
eter. 

De Luxe Freez’r Shelf F-681 and 
Freez’r Shelf F-6721, 6.75 and 6.73 
cu.ft. capacity; porcelained drop-type 
door on De Luxe Freez’r compart- 
ment; Flip-Up Freez’r-Shelf door on 
F-6721 model; Chill-Drawer; sliding 
twin vegetable fresheners; defrosta- 
jar; tilt-bin; interior lights. 


CU-631 and C-631 models equipped 
with conventional freezer units; CU- 
631 unit has porcelain door and meat 
container; C-631 has open unit and 
drip pan. CU-631, 6.47 cu.ft.; C-631, 
6.45 cu.ft. capacity. 

All models equipped with Scotch 
Yoke sealed mechanism; porcelain in- 
teriors except C-631 which has Hy- 
lux interior; white Hylux exteriors. 

Prices: C-631, $89.95; CU-631, $109.95; 
F-671, $129.95; F-6721, $139.95: 
F-681, $159.95; SF-691, $199.95; SF- 
791, $219.95; A-331, $109.95; A-471, 
$129.95. — Electrical Merchandising, 
December, 1940. 
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Selling Features: 


EDWARDS Clock-Chime 
Edwards & Co., Norwalk, Conn. 


Device: Combination wall clock and 
door chime No. 564 


Selling Features: Self-starting, auto- 
matic wall clock strikes hours and 
half hours like Grandfathers clock, 
mahogany, 18th Century case. West- 
minster door chime sounds 8 notes 
for front door; rear door 2 notes; 
4 brushed brass tubes; 69 in. high 
overall, 103 in. wide, 6 in. deep; 
complete device operates on low volt- 
age from transformer furnished. 


Price: $59.50.—Electrical Merchandis- 
ing, December, 1940. 


v 


CAVALIER Water Heaters 
Cavalier Corp., Chattanooga, Tenn. 


Models: Round, Table-top and Square. 


All models equipped 
with Wilcolator immersion type ther- 
mostats located directly above each 
heating unit; dial permits adjustment 
of setting from 120 to 170 degs. F. 
scientifically designed cold water dif- 
fuser; drain valve at bottom of 
heater; relief valve opening; copper 
bearing steel tanks; white baked 
enamel casing with black base; T & 
K heat elements; round models avail- 
able in 30, 40, 52 and 66 gal. capac- 
ities; square type 30 gal. only. Both 
round and square models available 
with single and double element and 
thermostat arrangements ; single table 
top model, 30 gal. capacity, single 
element and thermostat.—Electrical 
Merchandising, December, 1940 . 


SHEER Furnace Controls 
H. M. Sheer Co., Quincy, lil. 


Device: Sheer Comfort Furnace con- 
trols. 

Selling Features: For hand fired heat- 
ing plants, regulates draft, checks 
dampers to give maximum efficiency ; 
each package contains thermostat, 
new reverse type motor operating in 
oil; outside transformer and safety 
fuse, white, untarnishable metal oil- 
sealed case; room thermostat stream- 
lined.—Electrical Merchandising, De- 
cember, 1940. 


FRIGIDAIRE Refrigerator 


Frigidaire Div. General Motors Sales Corp., 
Dayton, O 


Model: S-6-41 low-priced Christmas 
model. 


Selling Features: Six cu.ft.; larger 
refrigerating unit; Quickube ice 
trays, double width dessert tray ; 
freezer door, sliding hydrator, safety- 
cycle defroster; gray door trim; 2 
electric range models in low and 
medium price brackets, will also be 
promoted for Christmas shopping. 
An extensive magazine and news- 
paper advertising campaign is also 
placed to support this Frigidaire 
Christmas campaign. 


Prices: Refrigerator, $118.50; ranges 
B-10, $99.50; B-35, $145.—Electrical 
Merchandising, December, 1940. 


DORMEYER Mixer 


A. F. Dormeyer Mfg. Co., 4316 N. Kil- 
patrick Ave., Chicago, 

Model: Electricmaid No. 250RP. 

Selling Features: Dormeyer food mixer 
complete with juice extractor, and 12 
piece matched ensemble of oven proof 
kitchenware in a Xmas package. 

Price: Mixer complete with ovenware, 
$14.95. — Electrical Merchandising, 
December, 1940. 


GIBSON Ranges 


Gibson Electric Retrigerator Corp., 
Greenville, Mich. 


Models: ER-391-N, ER-291-R, ER- 
391-T, ER-291-U. 

Selling Features: All models equipped 
with a_5-heat, 2000 or 2200 watt 
Sealed Heat-flo element, 8 in. diam. ; 
two 5-heat 1200 or 1300 watt units, 
64 in. diam.; 2 oven elements—bot- 
tom 2000 watts, top 30% watts for 
broiling, 600 watts for baking; oven 
selector switch for baking, preheat- 
ing, broiling; automatic pilot light 
over oven thermostat switch. 

N model 6-qt., 660 watt deep well 
cooker; single storage drawer. 

R model 6-qt. 1200 watt cooker. 

T model 1500 watt Kookall kettle 


with French fry basket, 1500 watts. 

U model, 10 qt. Kookall and 
Steamall. 

R and T have 3 storage drawers. 

U model has 2 roller-bearing stor- 
age drawers; warming oven, sizzling 
platter; automatic pilot lights at all 
elements; Built-in automatic timer, 
Minute Watchman, Timer Selector 
switch and lamp; chrome eye-angle 
instrument panel; 2 convenience out- 
lets. Surface elements on all models 
available in TK, or Chromalox ex- 
cept N model which will be supplied 
with Heatflo elements unless other- 
wise specified. 

Prices: N model with Heatflo units, 
$99.95; N with Chromalox or 
units, $104.95; R, $129.95; T, $169.95; 
U, $229.95.—Electrical Merchandis- 
ing, December, 1940. 


ZIPPY Juicer 


Jiffy Juicing Machines, Inc., 3171/2 Wall St., 
Seattle, Wash. 


Device: Zippy vegetable and fruit 
juice extractor. 


Selling Features: Consists of 3 remov- 
able parts: cream-colored Bettle lid 
with automatic feed, porcelain bowl 
and centrifugal extractor; automatic 
feed eliminates need for plunger ; no 
peeling, paring or coring necessary— 
disintegration with extraction by cen- 
trifugal force; simple, sturdy, easy 
to clean; 4 hp. 110 volt ac. GE 
motor; capacity about 1 qt. (depend- 
ing on juice content of ingredients) 
before cleaning out residue; weighs 
27 Ibs.; 13 in. high, 10 in. base, made 
of plastic, stainless steel and porcelain 
enamel. — Electrical Merchandising, 


December, 1940. 


LA SALLE Adapters 


La Salle Lighting Products Inc., 143 Seneca 
St., Buffalo, N. Y. 


Device: 7-in. translucent plastic shade ; 
spring clips on any size bulb up to 
100 watts; shade filters out glare; 
size permits use of 2 or 3 shades on | 
fixture, depending on number of 
bulbs; white or ivory.—Electrical 
Merchandising, December 1940. 
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1941 will Bendix 
biggest exceed- 
ing $16,000,000 


'f you would fike to seriously discuss the 1941 potential - 


of a Bandix Franchise for your community, write Bendix 


Home Appliances, Inc,, 3315 W. Sample $t., South Bend, Ind. 


BER 3 
M 
| 
ELECTRICAL MERCHANDISING—DECEMBER, 1940 
PAGE 41 


MAKING SPACE FOR THOSE 
NEW 1941 KELVINATORS. 


cet MORE- 
cet KELVINATOR! 


REG US OFF 


ELECTRIC FOOD PREPARER 


Does More - 
- Costs Less 


$49.50 
INCLUDING 69° EQUIPMENT 


NEW 
= 


MODEL BC 
Merryway has earned the praise of users for over 10 years. Dependable 
and practical equipment for Homes, Restaurants, Schools, Hospitals, 
Hotels, Cafeterias, Clubs, Laboratories, ete. 


Rotary-Planetary Mixing Action 
Most powerful 5 quart mixer 

Runs Quietly—requires no oiling 
Really efficient attachments. 

Circuit Breaker automatic protection 
One year guarantee 


THE B\ERRYWAY co. 


POUGHKEEPSIE, N. Y. 
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NEW MERCHANDISE 


FS) 


| SILEX Tea Makers 
The Silex Co., Hartford, Conn. 


Models: Silex Spray Tea Maker. 
Selling Features: Water cannot rise 
from lower to upper bowl until boil- 
ing; upper bowl allows ample room 
for complete expansion of tea leaves; 
boiling water is sprayed gently over 
leaves through tiny holes in cap of 
Silex tea spray; when tea reaches 
proper strength it is automatically 
drawn back into lower bowl; 8 cup 
capacity. 
Silex has several other tea making 
accessories—the Teaket, a Pyrex 
glass decanter with a clip-in straining 
device and pouring spout in neck; 
in 2, 4, or 8 cup sizes. Strainex, a 
“double-straining” device clipped into 
lower bowl of any narrow neck Silex; 
| and a Tea Ball holder and decanter 
cover. 


Price: Spray tea maker, $5.95.—Elec- 
trical Merchandising, December, 1940. 


HILDY Lamp Holders 


Hildy Products Co., 2122 W. Vliet St., 
Milwaukee, Wis. 


Models: Yardlite, Spotlite, Flexten- 
sion and Swivel socket. 

Selling Features: Yardlite, rustproof 

outdoor lamp holder, adjustable to 
any position for use with 150 watt 
Par 38 outdoor flood or spot lamp; 
can be driven into ground or wood 
block or post; for decorative garden 
or holiday lighting; unit consists of 
12 in. spike, flexible arm and clamp, 
6 ft. outdoor rubber cord, plug and 
porcelain socket with rubber sleeve. 
Spotlite lamp holder for indoor use; 
nickel plated holder adjustable to any 
position; 7 ft. cord and plug with 
heat-resisting porcelain socket. 
Flextension, flexible socket and lamp 
holder for use with R40 and similar 
reflector lamps; available in various 
lengths; unit consists of heavy 
molded 1-piece plug, nickel plated 
flexible arm, heat-resisting porcelain 
socket. 
Swivel socket can be inserted in any 
existing outlet, eliminates installation 
of additional sockets—no bolts, screws 
to tighten; color screens which clamp 
over bulb available. 

Prices: Yardlite, $1.95; Spotlite, $1.65; 
Flextension, from $1.20 for 7 in. to 
$2.50 for 21 in. size; Swivel socket, 
75c.—Electrical Merchandising, De- 
cember, 1940, 


AIR-WAY Cleaner 


Air-Way Electric Appliance Corp., 
Toledo, Ohio 


Model: Sanitizor home cleaner. 


Selling Features: Unit stands upright 
permits operator to work within 
cleaning radius of more than 500 
sq.ft.; tool equipment covers every 
requirement—feather weight alloy 
metal wands, triple universal joints 
for corners; special cleaning tools 
such as wall brush, crevice nozzle, 
vee-brush upholstery nozzle, floor 
polisher; new unit may also be used 
for moth control, spray painting, de- 
odorizing etc.; tools are carried on 
cleaner itself; replaceable sanitary 
filter-fibre bag holds dirt—Electrical 
Merchandising, December, 1940. 


VITABRUSH 


Hershey Mfg. Co., 135 S. La Salle St., 
Chicago, Ill. 


Device: Power driven scalp brush. 


Selling Features: By its swift short 
stroke the bristles clean scalp of 
dandruff and scale at same time pro- 
ducing stimulation and massage of 
scalp muscles. Master model equipped 
with constant speed 1725 r.p.m. 
motor; Special model for a.c. only, 
designed to hang from hook. 


Prices: Master, $44.50; Special, $29.75. 
—Electrical Merchandising, Decem- 
ber, 1940. 


AUTOMATIC Thermostat 


Automatic Products Co., N. 32nd St., 
Milwaukee, Wis. 


Device: Series 88-S wall type ther- 
mostat. 

Selling Features: New type 3-point 
“floating mounting” prevents base 
from warping and throwing unit out 
of calibration; fibre wiring board fits 
against wall; cream colored case fits 
over Thermostat base; Alnico mag- 
net retains full-capacity magnetism 
and strength over long period of 
time; adjustment control is placed on 
top of thermostat; temperature range 
is calibrated in 2 deg. units from 55 
to 85 deg.—Electrical Merchandising, 
December, 1940. 
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IGHT NOW, the busy electrical appliance 
industry is closing its books on its best 
year in a decade and more. 

Right now, Electrical Merchandising’s fact- 
finders and statisticians are burning the mid- 
night oil, measuring industry progress in terms 
of unit and dollar sales volume, of market op- 
portunities and saturation, preparing for the 
“20th Annual Statistical and Marketing Issue” 
of Electrical Merchandising. 

Right now, appliance dealers, distributors and 
manufacturers are planning to put this January 
number to work for them. 

Retailers and Distributors, as in the past, 
will study its advertising pages for the all-im- 
portant data on what to buy, and where to buy 
it for the coming year. They will study 1940 
sales figures, and the editors’ thoughtful fore- 
casts of business for next year, so that their 
quotas may be in line with potentials. They 
will check Electrical Merchandising’s analysis 
of typical local markets with what they know 
about their own territory — the better to help 
them plan their sales promotions. And they 
will keep the big January book close at hand 
throughout 1941 for ready reference, as ‘buyer's 
guide, sales counsellor and friend.” 

Manufacturers and those who have services 
to sell, will use this January Issue as the most 
direct, effective medium for registering their 
sales-message on Electrical Merchandising’s 
influential and interested trade audience, at 
the opportune time when that trade is in the 
market, and in the mood to look, listen, and buy. 


Reach 
Appliance 


While they are in the Market and in the Mood 


But this isn’t all! This"20th Annual Statistical 
and Marketing Issue’ offers advertisers an add- 
ed opportunity —one that comes but once in a 
twelvemonth. 

That is to reach the important appliance buy- 
ers at the January Merchandise Markets in Chi- 
cago, through its special Trade Show distribu- 
tion, at no added cost. 

These National Shows mark the launching 
of 1941 Trade buying. They are 


The National Houseware’ s Show, Jan. 5-10 
American Furniture Mart, Jan. 6-20 
Merchandise Mart, Jan. 6-20 


Special Show Distribution 
Final Closing Date 
Complete plates, Dec. 26 

Regular Mail Distribution 
Final Closing Date 
Complete plates, Jan. 


ANUFACTURERS who exhibit in Chicago 
M can pre-sell their exhibit by hooking it to 
theirannouncement in Electrical Merchandising’ s 
January Issue. Those who do not exhibit in 
Chicago may have their own “Trade-Show-in- 
Print’ in the pages of this book, with the assur- 
ance that their “Printed Exhibit’ will be ex- 
posed to Electrical Merchandising’s 30,100 reg- 
ular reader audience, and its additional 100,000 
“pass-on” readers (as well as to the buyers in 
attendance at the Chicago Markets). 

In either case, the advertiser profits by his 
Opportunity to register his sales-message on 
America’s selective, worthwhile appliance trade 
and business leaders, at the time when they are 
in the market, and in the mood for action! 


EDITORIAL CONTENTS 
"20th Annual Statistical and Marketing Issue” 


10 Years’ Sales and Retail Value of Electrical 
Merchandise 


Urban and Rural Wired Homes, by States and 
Totals 

Index of Acceptance (Saturation) of Markets; 
Geographical Distribution of Sales and Estimated 
Saturation of Refrigerators, Washers and Ranges, 
by States, Showing Relation to Wired Homes 
Analytical Review and Forecast of Sales of Im- 
portant Appliances 


Brief, Critical Study of Local Markets (50 Typical 
Cities) 
A Study of Installment Selling 


Enlarged Merchandise’’,“‘News of the Month” 
features. 


Reserve your space now. Make ELECTRICAL MERCHANDISING spearhead of your 1941 sales effort! 


ELECTRICAL MERCHANDISING * A McGraw-Hill Publication 330 W. 42nd St., New York, N.Y. 
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Vacuum Cleaner Trade Names 


and Respective Manufacturers 


ACE 

ACME 

AIR-FLO 

AIR-WAY 

ALADDIN 

A.M. C, 
APARTMENT SPECIAL 
AMERICA 
AMERICAN BEAUTY 
APEX 

ARCOETTE 
ARCO-WAND 
ARROW 


BEE VAC 
BELMONT 

BIG BEN 
BLACKSTONE 
BLEAVINS 

BLUE BIRD 

BLUE DIAMONDS 
BLUE RIBBON 
BRUSH VAC 
BUCKEYE 


CADILLAC 
CASS 

CHIEF 
CINDERELLA 
CLEAN-AIR 
CLEANER VAC 
CLEVELAND 
CLIMAX 
COMMANDER 
CROWN 
CROWN 
CRUSADER 


DELCO 


DIRTMASTER 
DUPLEX 
DUSTETTE 


ELECTRIKBROOM 
ELECTROAIR 
ELECTRO HYGIENE 
ELECTROLUX 
EM-BEE 

ERIONS 

EUREKA 


FAULTLESS 
FAVORITE 
FILTER-QUEEN 


FILTEX 

FISKE 
FLEETWOOD 
FRANKLIN 
FRANTZ PREMIER 


GARDEN STATE 
GENERAL ELECTRIC 
GIANT 

GIMBEL 

GIMBELS 

GRAND 

GUARDIAN 


HAMILTON-BEACH 
HANDETTE 
HANDY 

HAWK 
HEALTH-MOR 
HEALTH-MOR 


HIBBARD 
HOOVER 
HOUSE MAID 
HOUSEMAID 
HUDSON 
HUSHOMATIK 


IDEAL 


JANITOR 
JEWEL 
JUNIOR 
JUNIOR 
JUNIORETTE 


K. D. 
KAUFMANN'S OWN 
KALAMAZOO 
KALAMAZOO 
KEYSTONE 


KIRBY 

KLEEN KING 
KNICKERBOCKER 
KNICKERBOCKER 
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Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
General Electric Co., Bridgeport, Conn. 

Air-Way Electric Appliance Corp., Toledo, Ohio. 

Adams Repair Service, New Philadelphia, Pa. 

Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

General Electric Co., Bridgeport, Conn. 

Adams Repair Service, New Philadelphia, Pa. 

Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

Apex Electrical Mfg. Co., 1070 E. 152nd St., Cleveland, Ohio. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
J. D. Brophy, Inc., 17 W. 60th St., New York City 
Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 


Birtman Electric Co., 4140 Fullerton Ave., Chicago, Ill. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
The Bleavins Mfg. Co., Minneapolis, Minn. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, 


Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
The Regina Corpn., Rahway, N. J. 

Air-Way Electric Appliance Corpn., Toledo, Ohio. 

Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

Landers, Frary & Clark, New Britain, Conn, 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 

Birtman Electric Co., 4140 Fullerton Ave., Chicago, Ill. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
The Regina Corporation, Rahway, N. J. 

The Regina Corporation, Rahway, N. J. 


Delco Appliance Div., General Motors Sales Corp., Roches- 
ter, N. Y, 

Air-Way Electric Appliance Corpn., Toledo, Ohio. 

Electric Vacuum Cleaner Co., Inc., Cleveland, Ohio 

The Hoover Co., No. Canton, Ohio 


Electric Broom Co., 113 W. 42nd St., N. Y. C. 

Progress Vacuum Corpn., 1814 E. 40th St., Cleveland, Ohio. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
Electrolux Corporation, 500 Fifth Ave., New York, N. Y. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Eureka Vacuum Co., 6060 Hamilton Ave., Detroit, Mich. 


The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Regina Corporation, Rahway, N. J. 

Health-Mor Sanitation System Inc., 203 N. Wabash Ave., 
Chicago, Ill. 

Filtex Corporation, Jackson, Mich. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Air-Way Electric Appliance Corp., Toledo, Ohio. 

Electric Vacuum Cleaner Co., Inc., Cleveland, O. 
Electric Vacuum Cleaner Co., Inc., Cleveland, O. 


The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
General Electric Co., Bridgeport, Conn. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Apex Electrical Mfg. Co., Cleveland, Ohio. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Electric Vacuum Cleaner Co., Inc., Cleveland, Ohio. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 


Hamilton-Beach Co. Div. Scovill Mfg. Co., Racine, Wis. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
General Electric Co., Bridgeport, Conn. 

Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
Health-Mor Sanitation System Inc., 203 N. Wabash Ave., 
Chicago, Ill. 

Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
The Hoover Co., No. Canton, Ohio. 

The Apex Electrical Manufacturing Co., Cleveland, Ohio. 
Progress Vacuum Corpn., 1814 E. 40th St., Cleveland, Ohio. 
Electric Vacuum Cleaner Co. Inc., Cleveland, O. 

Electro Specialty Co., 2939 Fourth, S. Minneapolis, Minn. 


The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 


The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
Air-Way Electric Appliance Corpn., Toledo, Ohio. 

General Electric Co., Bridgeport, Conn. 

General Electric Co., Bridgeport, Conn. 


Electric Vacuum Cleaner Co., Cleveland, O. 

Electric Vacuum Cleaner Co., Inc., Cleveland, O. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 

Electric Vacuum Cleaner Co., Cleveland, O. 

Standard Vacuum Co. (Sub. of Scott-Fetzer Co.), 11401 
Locust Ave., Cleveland, Ohio. 

The Scott & Fetzer Co., 11401 Locust Ave., Cleveland, Ohio. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
General Electric Co., Bridgeport, Conn. 

Electric Vacuum Cleaner Co., Cleveland, O. 


K. O. 
K. O. (Kaufmann's) 


LIBERTY 
LITE WAY 
LITTLE BEN 


MAGIC 
MAGNETIC 
MAGIC-AIRE 
MAJESTIC 
MAJESTIC 
MAYFAIR 
MAY'D BEST 
MODERNE 
MODERN MAID 
MORROW 
NELSON SUPERBA 
NEW REGINA 
NEWTON MAID 
NORCA 
NUMATIC 
RENOVATOR 


OHIO ELECTRIC 
ONE MINUTE 
ONE MINUTE 


PIC-UP 
PLYMOUTH 
PNEUVAC 
POPULAR 
PREMIER 
PRESTO JR. 
PROGRESS 


QUEEN 


REGAL 
REGINA 
RELIABLE 
RENOVATOR 
ROTAREX 
ROYAL 
ROYALAIRE 


SANITIZOR 
SANITAIRE 
SCOTT-FETZER 
SCOUT 
SILENTAIRE 
SIMPLEX 
SINGER 
SLOANE 
SNELLENBERG 
SPIC SPAN 
SPOT-LITE 
STANDARD 
STERILAIRE 
STREAMLINE 
STREAMLINE 
STURTEVANT 
SUN GLOW 
SUNSHINE 
SUPER 
SUPERBA 
SUPER CHIEF 
SUPER DYNAMIC 
SUPER SPECIAL 
SUPER SUCTION 


SUPER VAC Landers, Frary & Clark, New Britain, Conn. 

SUPREMACY General Electric Co., Bridgeport, Conn. 

SUPREME The Apex Electrical Mfg. Co., Cleveland, Ohio. 

SUPREME The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 

SUPREME Landers, Frary & Clark, New Britain, Conn. 

SUPREME Electric Vacuum Cleaner Co., Cleveland, O. 

SWEEPER VAC Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 

THRIFTY General Electric Co., Bridgeport, Conn. 

TIDY General Electric Co., Bridgeport, Conn. 

TOWER Electric Vacuum Cleaner Co., Cleveland, O. 

TRIPLEX The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 

UNIVERSAL Landers, Frary & Clark, New Britain, Conn. 

VAC KIT Electric Vacuum Cleaner Co., Cleveland, O. 

VACUETTE The Scott & Fetzer Co., 11401 Locust Ave., Cleveland, Ohio. 

VICTORY The Regina Corpn., Rahway, N. J. 

VIKING The Apex Electrical Mfg. Co., Cleveland, Ohio. 

VULCAN Electric Vacuum Cleaner Co., Cleveland, O. 

WHIZ-WELL Electric Vacuum Cleaner Co., Cleveland, O. 

WARD The Apex Electrical Mfg. Co., Cleveland, Ohio. 

WESTINGHOUSE Westinghouse Electric & Mfg. Co., Mansfield, Ohio. 

WHIRLWIND Landers, Frary & Clark, New Britain, Conn. 

WHITE The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 

WHITE CROSS Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 

WHITE CROSS National Stamping & Electric Wks., 3212 W. Lake St., 

Chicago, Ill. 

WHITEHOUSE The Apex Electrical Manufacturing Co., Cleveland, Ohio 

WINDSOR The Apex Electrical Manufacturing Co., Cleveland, Ohio 

X-RAY Morrow Co., 626 Grand Ave., Waukegan, Ill. 

ZENITH The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
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The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
Electric Vacuum Cleaner Co., Cleveland, O. 


Electric Vacuum Cleaner Co., Cleveland, O. 
General Electric Co., Bridgeport, Conn. 


Clements Mfq. Co., 6650 S. Narragansett Ave., Chicago, Ill. 


Electric Vacuum Cleaner Co., Cleveland, O. 


The Birtman Electric Co., 4140 Fullerton Ave., Chicago, Ill. 


Magic-Aire Inc., Cleveland, Ohio. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 
Electric Vacuum Cleaner Co., Cleveland, O. 

Landers, Frary & Clark, New Britain, Conn, 

Electric Vacuum Cleaner Co., Cleveland, O. 

General Electric Co., Bridgeport, Conn. 

The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio, 
Morrow Co., 625 Grand Ave., Waukegan, Ill. 
Electric Vacuum Cleaner Co., Cleveland, O. 

The Regina Corpn., Rahway, N. J. 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Hoover Co., No. Canton, Ohio. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 


The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 


Electric Vacuum Cleaner Co., Inc., Cleveland, Ohio 

The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 
General Electric Co., Bridgeport, Conn. 

Electric Vacuum Cleaner Co., Inc., Cleveland, Ohio. 


Metal Specialties Mfg. Co., 3200 Carroll Ave., Chicago, Ill. 


Eureka Vacuum Co., 6060 Hamilton Ave., Detroit, Mich. 
The Sweeper-Vac Co., 160 Fremont St., Worcester, Mass. 


The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
The Regina Corpn., Rahway, N. J. 


Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 
The Apex Electrical Manufacturing Co., Cleveland, Ohio. 
The Apex Electrical Manufacturing Co., Cleveland, Ohio. 


The P. A. Geier Co., 540 E. 105th St., Cleveland, Ohio. 
P. A. Geier Co., 540 E. 105th St., Cleveland, O. 


Air-Way Electric Appliance Co., Toledo, Ohio. 


Progress Vacuum Corpn., 1814 E. 40th St., Cleveland, Ohio. 
The Scott & Fetzer Co., 1140! Locust Ave., Cleveland, Ohio. 


Air-Way Electric Appliance Corpn., Toledo, Ohio. 


H. J. McAllister Corpn., 2306 No. Knox Ave., Chicago, Ill. 


The Apex Electrical Mfg. Co., Cleveland, Ohio. 


Singer Sewing Machine Co., Singer Bldg., New York, N. Y. 


Electric Vacuum Cleaner Co., Cleveland, O. 

The Apex Electrical Mfg. Co., Cleveland, Ohio. 
Electric Vacuum Cleaner Co., Inc., Cleveland, Ohio. 
General Electric Co., Bridgeport, Conn. 

Genera! Electric Co., Bridgeport, Conn. 


Progress Vacuum Corpn., 1814 E. 40th St., Cleveland, Ohio. 


General Electric Co., Bridgeport, Conn. 
Electric Vacuum Cleaner Co., Cleveland, Ohio 
B. F. Sturtevant Co., Readville, Mass. 


Clements Mfg. Co., 6650 S. Narragansett Ave., Chicago, Ill. 


Adams Repair Service, New Philadelphia, O. 
General Electric Co., Bridgeport, Conn. 
Electric Vacuum Cleaner Corp., Cleveland, O. 
Air-Way Electric Appliance Corpn., Toledo, Ohio. 
Landers, Frary & Clark, New Britain, Conn. 
General Electric Co., Bridgeport, Conn. 
National Super-Service Co., Toledo, Ohio. 
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Electrical Merchandising Review of the Month 


December, 1940 


First Hotpoint for ‘41 


Hotpoint officials celebrated completion of the first new 1941 Hotpoint electric 
range model, when George Hughes, chairman of the Hotpoint Company, formally 


WASHER WEEK SPURS OCTOBER 
SALES TO 168,527 UNITS 


10-Month Sales Almost Equal 
All 1939 


CHICAGO — October shipments of 
household laundering equipment broke 
all records for that month, washers top- 
ping by 9.5 percent a mark that had stood 
since 1936, and ironers going 10.8 per- 
cent above a new high established in 
September of this year. 

Given countrywide impetus by the 
promotion of National Washer-Ironer 
Week, the industry’s annual merchandis- 
ing event, the washer total for the first 
ten months of 1940 came close to that 
reported for all 1939. Ironer shipments 
for the same period topped all 1939 by 
15.7 percent. 

Washers shipped in October totalled 
168,527, compared to — former all-time 
high for that month, 153,852, in 1936. 

‘The record just broken was made, 
furthermore, in a runaway market which 
bought 1,729,135 washers in the year, as 
compared to estimated sales of 1,500,000 
for 1940,” said Joseph R. Bohnen, execu- 
tive secretary- -treasurer of the American 
Washer and Ironer Manufacturers’ Asso- 
ciation, in commenting on the industry- 
wide totals as reported by Ernst and 


and topped 149,002, in the previous 
month this year, by 13.1 percent. 

“There was a similarly increased buy- 
ing of washers in the upper price brack- 
ets, the average for all October units be- 
ing $74.86, as against $69.50 in the same 
month of 1939. 

“Shipments in the ten months of 
1940 were 1,359,405, close to the total 
for all last year, 1,433,256. Further indi- 
cating the magnitude of the record estab- 
lished in October is the fact that it 
raised the industry increase over the 
comparison period last year to 8.49 per- 
cent, as against 7.27 percent at the end 
of September. 

“Ironers shipped in October aggre- 
gated 23,282, or 92.4 percent more than 
the 12,097 reported for the same month 
in 1939. October also piled up an in- 
crease of 10.8 percent over the new all- 
time high of 21,007 that had been estab- 
lished in the previous month. Average 
retail price was $50.68, compared to 
$65.64 in October, 1939. 

“The ten-month total of ironers was 
133,350, compared to 105,249 in the same 
period of 1939, an increase of 26.7 per- 
cent, and also topped all 1939, in which 
the total was 115,224.” 


accepted the first model off the assembly line, from Irwin A. Rose, factory works Ernst, certified public accountants. 

manager. Left to right: Mr. Hughes; R. W. Turnbull, Hotpoint vice-president; e 

W. R. Schafer, manager, Range Sales Division; Miss Mildred Hickman, director, — 7 %o Over Last heap 

H i rtment; Mr. Rose. “October shipments were 18 percent 
ome Economics Departmen r. Rose at 


10,000th Broiler 


McCALL'S "DREAM 
KITCHEN" PLANNING 
CONTEST 


NEW. YORK—McCall’s magazine is an- 


RANGE MODELS 


CHIC AGO—Hotpoint is continuing its 
leadership of the electric range field in 
1941 with a line of eight beautiful new 
Hotpoint ranges, constituting the greatest 
values, at the lowest prices, in thirty-one 
years of Hotpoint range development, 
according to a recent announcement by 

W. Turnbull, Hotpoint vice-president. 
Mr. Turnbull added: “In the face of ris- 
ing material costs, Hotpoint engineers 
have combined further advances in elec- 
tric range design, with refinements and 
improvements in manufacturing methods, 
to help reduce production costs. These 
reductions will be passed along to Amer- 
ican homes in the greater values of 1941 
Hotpoint electric ranges.” 

Foremost among the new Hotpoint 
range features for 1941 are: a newly de- 
signed, simplified All-Purpose Flavor 
Seai oven, featuring the famous Calrod 
baking unit, combined with a new, larger, 
radiant broiler unit; a new larger ’Calrod- 
heated Thrift Cooker with Flavor Seal 
lid; individually illuminated switch dials, 
indicating at a glance which units and 
which heats are being used; built-in elec- 
tric Timemaster clock; built-in Time- 
measure, and new modern styling of sur- 
passing beauty. 


ELECTRICAL MERCHANDISING—DECEMBER, 


Monte Closter (right), general sales manager, International Appliances Corp., 
presented the 10,000th Aristocrat broiler produced by the manufacturer to Joe 
Kurzon, well-known New York distributor, on the occasion of the 25th anniversary 


of Joseph Kurzon, Inc. 
house. 


More than 600 dealers attended Kurzon's 5-day open 


nouncing a new contest to promote na- 
tion-wide interest in all electric kitchens. 
Called “McCall’s Dream Kitchen Con- 
test” it is open to everyone except 
McCall employees and there are 113 
prizes, totalling $1,250 to be awarded. 

Prizes are to be awarded in three 
principal classifications “ Best Kitchen 
Planned by a Student,” “Best Kitchen 
Planned by a Home-Maker” and “Best 
Kitchen Planned by a Professional in 
Kitchen Planning Work.” These three 
prizes carry awards of $200 for first 
place. All other classifications have $25 
awards, 

The contest closes on December 31, 
1940, and all entries should be sent to 
Mary Davis Gillies, 230 Park Ave., New 
York City. Contest blanks are available 
from the same source. 


Stewart Warner Earnings $317,439 
CHICAGO—Stewart-Warner Corpora- 


tion and subsidiary companies reported 
third quarter earnings of $317,439. Earn- 
ing for the 9 months period amounted to 
$994,684 or equivalent to 80¢ per share. 
This compares with earnings in the same 
period of 1939 of $256,209 or 21¢ per 
share. 
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Some Personalities at League 


W. A. Ritt, North Cen- J. A. Morrison, Phila. O. C. Small, perennial 

tral Associated Indus-  delphia Electrical As- secretary of the I.A.E.L. 

tries, talked on trade sociation, discussed re- and National Adequate talked 
relations. frigerator trade-ins. Wiring Bureau. 


CHICAGO—J. Bartlett, managing di- 


rector, The Biectric Institute of Wash- 
ington, D. C., was elected president of 
the International Association of Elec- 
trical Leagues for 1941 at the Fifth An- 
nual Conference which was held at the 
Palmer House, Chicago, November 13 to 
15, inclusive. Carl H. Christine, secre- 
tary-manager, St. Louis Electrical Board 


of Trade, St. Louis, Mo., was elected 
vice-president and John A. Morrison, 
managing director, Electrical Associa- 
tion of Philadelphia, treasurer. O. C. 
Small and J. F. Biggi were re-appointed 
secretary and assistant secretary respec- 
tively. 

In addition to Messrs 
tine and Morrison, 

Board of 


Bartlett, Chris- 
other members of the 
Governors elected for 
194] are W. A. Ritt, secretary-manager, 
North Central Associated Electrical In- 
dustries, Minneapolis, Minn. ; George W. 
Barker, manager, Northern Cali ifornia 
Electrical Bureau, San Francisco, Calif. ; 
George W. Austen, manager, Electric 
Service League, Toronto, Ont., Canada; 
Ainslie A. Gray, manager, Electric Asso- 
ciation ago, Ill.;: Carl DeLaney, 
managi director, Hartford Electric 
” Hart! rd, Conn. and J. E 
ident, Electrical League of 
ind, Ohio G. W Wes- 
f the LAEL for 1940, will 
Board fc 


member of the 


Clevel 
ton, president 
an advisory 
1941 

Confe came from 47 major 
ters and included official delegates 
resenting 31 electrical leag 
in Philadelphia and 
Toronto, Ont., Canada; Milwaukee and 
Sheboygan, Wis.; San Francisco, Calif.; 
Washington, D. C.; Youngstown, Cleve- 
land, Cincinnati and Dayton, Ohio; New 
York, Buffalo and Rochester, N. Y.; 
Charleston, West Va.; Aurora, Chicago 
and Rock Island, Ill.; New Orleans, La.; 
Indianapolis, Ind.; Providence, 
Hartford, Conn.; Kansas City, and St. 
Louis, Mo.; Minneapolis, Minn. ; Den- 
ver, Colo.; Chattanooga, Tenn.; New- 
ark and Paterson, N. J.; Salt Lake City, 
Utah, and Omaha, Nebraska. 


rees cen- 
rep- 
located 
Pittsburgh, Pa.; 


ues 


Lively Subjects 


Included among those subjects dis- 
cussed were the following: 

“The Value of Electrical Appliance 
Shows as Sales Stimulants” by George 
E. Lewis, manager of the Rocky Moun- 
tain Electrical League; “Latest Develop- 
ments in Refrigerator Trade-in Activi- 
ties” by John A. Morrison, managing di- 


rector of the Electrical Association of 
Philadelphia; “New Ideas That Sell 
Electric Ranges and Water Heaters” 
by N. C. Christopherson, secretary of 
the Electrical League of Milwaukee; 
“New Ideas That Sell Electric Roasters” 
by G. A. Gardner, sales promotion man- 
ager of the Duquesne Light Company, 


Pittsburgh; and “Coming Sales Oppor- 
tunities in Radio” by J. S. Bartlett, 
managing dir ect or of the Electric Insti- 
tute of Washington. D. C., and newly 
elected president of International 
Association of Elect: Leagues. 
Others on the pri were E. P. 


the 
ical 


gram 
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A. A. Gray, Chicago's 


Electric Association, 


engineer's work. 


J. E. North, Electrical 
League of Cleveland, 
had a message on bet- 
ter public relations. 


of maintenance 


BARTLETT NEW ELECTRICAL 
LEAGUE ASSOCIATION HEAD 


League and Wiring Confer- 


| definitely 


ences Hold 3-Day Session 
in Chicago 


Electrical 
Christine of the 
3oard of Trade; 


the Cincinnati 
Carl H. 


Zachman of 
Association ; 
St. Louis Electrical 
A. A. Gray, manager of the Electric 
Association of Chicago and past presi- 
dent of [AEL; J. E. North president 
of the Electrical League of Cleveland; 
E. J. Strong, manager of the Electrical 
League of Utah, and W. J. Masters, 
assistant secretary of the Essex (N. J.) 
Electrical League. 


Wiring Problems Discussed 


The case histories of five successful | 
plans for the promotion of adequate 
wiring were also presented at the confer- 
ence. 

Each of the five plans—the Minnesota, 
Chattanooga, Inland Empire, Wisconsin 
and West Penn—was selected as an ex- 


well-rounded 
results and each 
some 


ample ola 
is getting 
terized by 
home wiring problem. 

The wiring conference was opened 
with a brief address of welcome by O. C. 
Small, secretary of the National Bureau, 
who emphasized that the success of the 
four preceding regional conferences had 
pointed to this national meet- 
ing which would undoubtedly be the first 
of many. 

: 1. Kessler, promotion manager of 
the North Central Associated Electrical 
Industries, who was the conference chair- 
then introduced the first speaker, 
W. A. Ritt, secretary-manager of the 
N.C.A.E.L. 

In presenting the Minnesota plan, Mr. 


program that 
was charac- 


special approach to the | 


Retiring president of IA.E.L, G. W. 
Weston of Kansas City has a laugh with 
incoming president J. S. Bartlett of 
Washington, D. C.'s Electric Institute. 


Ritt emphasized the fact that this more 


than statewide promotion was one center- 
ing around the electrical contractor as 
the key man. The organization of the 
activity, he said, was developed slowly 
and involved questions of a uniform stand- 


ard suitable for a large geographical 
area, an effective direct mail campaign 
for the contractor and the procedure 


for rendering an effective inspection and 
certification service clearing through the 
headquarters office at Minneapolis. 

A program characterized by intensified 
local industry effort was next described by 
C. B. Osborne, manager, Sales Depart- 
ment of the Electric Power Board, and 
past president of the Electric League of 
Chattanooga. 

The Chattanooga plan is one in which 
a closely cooperating local industry 
group effectively ties in wiring with 
other promotions. It has been success- 


ful in creating a large amount of news- 
paper publicity. The use of special sign- 
boards, floodlighting of houses, news- 
paper advertising, radio, etc., has also 
been developed and coordinated and sev- 
eral demonstration homes, promoted in 
cooperation with builders, have produced 
excellent results in lighting and appli- 
ance sales in addition to sales of certi- 
fied wiring. 

y November 12, the League had cer- 
tified 109 homes, with 220 more nearly 
meeting the certification standard. 

Another plan which has a special type 
of contractor tie-in was analyzed by 
Homer C. Bender, of the Washington 
Water Power Company and secretary of 
the Spokane A. W. Bureau. Through the 
operation of the program, certified ade- 
quate wiring is big news in the Inland 
Empire where 46 electrical contractors 
and many builders, appliance dealers, 
banks and lumber dealers have joined 
forces in a remarkably effective plan of 
advertising and publicity. Mr. Bender 
reported 120 certification jobs completed 
and a total of 267 A. W. plans prepared. 


Wiring Sales Appeal 


That adequate wiring has definite sales 
appeal for the public was brought out in 
a dramatic, illustrated talk given by L. A. 
Falk, supervisor, Dealer Cooperation, 
Wisconsin Power & Light Company. Mr. 
Falk, who has taken this unusual presen- 
tation of adequate wiring to scores of 
service clubs and consumer groups 
throughout the mid-west, addressed the 
conferees as if he was speaking before a 
local Rotary meeting. The story is sim- 
ple. It gives the audience a new slant 
on the rapid increase in lighting and the 
use of electrical appliances in the home 
which have, in turn, produced the prob- 
lem of inadequate wiring. 

The West Penn plan, which exempli- 
fies a remarkably high degree of organ- 
ization for an over-all promotion on cer- 
tified wiring, was analyzed by C. M. Fife, 
manager, Electrical Home Bureau, West 
Penn Power Company. 

Mr. Fife’s presentation referred to the 
operation of the Electric Home Bureau, 
an elaborate field setup divided into 6 
Divisions and 35 Districts, a compre- 
hensive training program for all em- 
ployees, preparation of layouts, appli- 
cations, inspection and certification of 
certified homes (under Red Seal), iden- 
tifying job posters for contractors, talks 
and films on wiring, A. W. demonstra- 
tors, customer literature, direct mail, 
advertising and publicity, district office 
window displays, billboards, playlets, 
displays at home shows and the use of 
demonstration home promotions. 

Red Seal certifications under this pro- 
gram have increased from a total of 44 in 
1929 to 444 in 1937, 1090 in 1939 and an 
estimated 1400 for this year. 

The wiring conference was concluded 
with an open forum during which ques- 
tions were directed to the various speak- 
ers. 


Residential Rewiring 


“An Effective Approach to the Resi- 
dential Rewiring Problem” was the sub- 
ject of a paper read at the next morn- 


Ralph Neumuller, executive vice president, Electrical 
& Gas Association of New York poses with Oliver R. 
Hogue, president, Chicago Lighting Institute. 


And Some Equally Well-Known 


DECEMBER, 


Conferees 


G. W. “Jerry” Weston, of Kansas City E.A. and re- 
tiring president of |.A.E.L. with A. H. Kessler, North 
Central Associated Industries, Minneapolis. 


1940—ELECTRICAL MERCHANDISING 
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ing’s session by John B. Watkins, assist- 
ant to manager, Lighting and Wiring 
Sales, Commonwealth Edison Company. 
This program, Mr. Watkins said, is 
based on the sale of additional con- 
venience outlets, availability of deferred 
payment terms, subletting of all work 
to electrical contractors and a coordi- 
nated refixturing activity. Studies have 
determined that the average increase in 
consumption per outlet is approximately 
35 kilowatt hours per annum, with the 
increase probably coming from new 
lamps and appliances purchased. 

Emphasizing that they had nothing to 
sell but an idea and that the promotion 
was therefore entirely non-commercial 
G. W. Barker, manager of the North- 
ern California Electrical Bureau, gave a 
detailed resumé of the San Francisco 
office building rewiring activity which, 
in 15 months, resulted in $448,700 worth 
of plus business for the electrical indus- 
try. Additional jobs pending total about 
$154,000. 


Graybar Opens Two 
New Branch Houses 


NEW YORK—To meet the rapidly ex- 
panding electrical needs of industry, 
Graybar Electric Company is opening an 
office and warehouse in Portland, Maine, 
and also in Chattanooga, Tennessee. Es- 
tablishment of these two houses brings 
the number of Graybar distribution 
points to a total of eighty-five through- 
out the country. 

T. A. Huston, sales manager, will be 
in charge of the Portland branch and 
will have as his assistant W. J. Dowd, 
service supervisor. 

The Chattanooga Branch will be in 
charge of C. C. McGraw, sales manager. 
He will have as his assistant J. P. 
Majors, service supervisor. The address 
of the Chattanooga branch will be 1222 
Carter Street, with headquarters in 
Knoxville. 


Perfex Moves N. Y. Office 


NEW YORK—In the interests of better 
customer service, the Perfex Corporation, 
Milwaukee, Wisconsin, manufacturers of 
Twin Contact Controls for automatic 
heating equipment, announces the removal 
of its New York office from 90 West 
Street to 370 Lexington Avenue. 

George D. Kingsland, who recently be- 
came associated with the Perfex Corpora- 
tion as vice-president in charge of its 
Eastern Sales Division, will make the 
New York office his headquarters. 


A Pin For "Pop" 


Dr. Frank Conrad, “father of radio 
broadcasting”, receives a diamond- 
studded gold emblem in recognition of 
50 years’ service with Westinghouse, of 
which he is assistant chief engineer, Dr. 
Conrad, who was technically responsible 
for the world’s first-regularly scheduled 
radio broadcast November 2, 1920, 
over Station KDKA at Pittsburgh, is 
shown receiving his service emblem 
from Dr. R. E. Hellmund, chief engineer 
of Westinghouse. 


ELECTRICAL MERCHANDISING—DECEMBER, 


C. J. Gibson, president, L. W. Hamper, vice presi- F. E. Basler, Gibson gen- J. L. Stephens, Gibson 
Gibson Electric Refriger- dent of Gibson, took an eral sales manager, took sales promotion manager, 
ator Corporation, at the active part in the conven- over active direction of outlined 1941 promotion 
meeting. tion, meeting. program. 


GIBSON SHOWS ‘41 MODELS; 
ANNOUNCES 43% GAIN IN 1940 


Addition to Plant Necessary to 
Handle Increased Volume, 
Convention Told 


CHICAGO—Sales of Gibson clectric re- 
frigerators were up 41.7% in units, and 
43.3% in dollars in 1940, F. E. Basler, 
general sales manager, revealed at Gib- 
son’s Midwest regional convention for 
distributors here. Basler emphasized the 
fact that retailers are primarily interested 
in increased dollar profits and that’s 
where Gibson’s increase outstripped the 
industry’s increase as a whole by 80% 
in 1940. Basler also pointed out that 
1940 was the fourth consecutive year 
Gibson’s increase had exceeded the in- 
crease of the industry. The increased 
sales of Gibson Freez’r Shelf models 
accounted for the big increase in dollar 
sales, according to Basler. 

Gibson, president, and L. W. 
Hamper, vice-president, of the Gibson 
company, told the meeting of the substan- 
tial plant improvements Gibson has made 
to handle the big production increase and 
described some of the new machine and 
tool equipment that has been added to 
make the Gibson factory the last word in 
refrigerator manufacturing efficiency. 
C. J. Gibson pointed out that the out- 
standing sales success of the last four 
years had put the company in an es- 
pecially strong financial condition. 

F. E. Basler presented the new 1941 
Gibson refrigerator line of 7 models— 
2 models with standard dropped-down 
freezing units and 5 models with the ex- 
clusive Gibson Freez’r Shelf. 


1940 


The two standard models are the No. 
C-631 with a suggested list price at the 
factory of $89.95 and the No. CU-631 
with a suggested factory list of $109.95. 
Both models are well over 6 cubic feet. 

The Freez’r Shelf models start with 
Model No. F-671 at a suggested factory 
list of $129.95, a new low for a Freez’r 
Shelf model. Other Freez’r Shelf models 
with their suggested list prices are— 
Freez’r Shelf Model No. F-6721 at 
$139.95; DeLuxe Freez’r Shelf Model 
No. F-681 at $159.95; and Super Freez’r 
Shelf Models, No. SF-691 at $199.95 and 
No. SF-791 at $219.95. 

Gibson is continuing its successful 
apartment house Freez’r Shelf models, 
the 3 cubic foot No. A-331 with a sug- 
gested price of $109.95; and the 4 cubic 
foot No. A-471 at $129.95. 

Walter D. Krauter, Gibson service 
manager, used cards and sketches to ex- 
plain how Gibson has made further im- 
provements in its cabinet and mechanism, 
and has refined its many refrigerator con- 
veniences to make them more easily 
usable. 

J. L. Stephens, sales promotion man- 
ager, outlined Gibson’s new sales pro- 
motion program. Stephens explained how 
the 1941 program, based on the proven 
program so successful for the last 4 
years at Gibson, is directed at the mass 
market and the selected prospect. He 
also described Gibson’s new Sales Educa- 
tion aids and presented the new Demon- 
stration and Display pieces which in- 


clude a beautiful but inexpensive back- 
ground display that can be adjusted for 
use with either ranges or refrigerators. 


Gibson’s advertising will be concen- 
trated in big circulation newspapers 
again in 1941 and every ad will give the 
price of the Gibson offered for sale and 
the dealer’s name and address. Stephens, 
stressed the fact that this program of 
advertising which was developed from 
a retailer’s viewpoint makes every ad 
a direct sales-maker. 

At the afternoon session, F. E. Bas- 
ler reviewed the record of increased Gib- 
son range sales in 1940. Earl Nobles, 
Gibson’s special range representative for 
the eastern half of the United States, 
presented the 1941 line of four Gibson 
ranges. Nobles demonstrated how the 
line had been redesigned to give dealers 
a traffic-creating low price special at a 
suggested retail of $99.95 with a “rea- 
son why” step-up to the other three mod- 
els with suggested retails of $129.95, 
$169.95 and $229.95. 

Gregory V. Drumm of the sales pro- 
motion department, described how the 
new 1941 range promotion will cover 
specially-selected electric range markets 
with new tabloid broadsides designed to 
create heavy store traffic. 


UTILITY RETIRES FROM 
MERCHANDISING 


Effective January 1, 1941, the Puget 
Sound Power and Light Company 
serving western Washington, plans to 
discontinue the sale of electrical 
equipment outside of the Seattle area. 
This follows a policy of expanded 
dealer cooperation which the company 
initiated early in 1940. The company 
plans to continue its cooperative ef- 
forts, helping to create a market for 
the dealer through advertising and 
field assistance. 
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Gibson Holds a Regional Convention at Chicago | 
po A general view of the conferees at the midwest regional convention of Gibson in Chicago. 4 
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4g MORE— 
cet KELVINATOR! 


A SURE WAY TO 
MORE PROFITS 


Feature the peer of all portables 


the original ironer of this type. 
Sells easily and stays sold because it gives a world of satisfaction. 
The Armstrong has a full 21-inch roll, thermostatic heat control, 
elbow operating lever and other exclusive features which, added to 
its beautiful, streamline design, make it irresistible to prospects. And, 
the very last straw in turning a prospect into a customer, is to let her 


try the Armstrong for a few minutes. 


Master 
$34.50, 


Priced to meet limited budgets; 


model (illustrated) retails for only 


Porta-Lectric model $26.95. 


Write for literature and discounts to Dept. EM 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. VA. 
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General Electric 


The appointment of Dr. W. D. Cool- 
idge and Stuart M. Crocker as new 
General Electric vice presidents has been 
announced by Charles E. Wilson, presi- 
dent of the company. 

Dr. Coolidge will continue as director 
of the General Electric Research Labora- 
tory in Schenectady. Mr. Crocker will 
relinquish his duties as manager of the 
company’s air conditioning and com- 
mercial refrigeration department at 
Bloomfield, N. J. to make his head- 
quarters in New York city where he 
will co-operate with and be assisted by 
all commercial departments in furthering 
the general interests of the company. 

Noted for his own achievements with 
x-ray tubes, ductile tungsten and sub- 
marine detectors, Dr. Coolidge has been 
a member of the research laboratory staff 
since 1905 and director since 1932. 

Mr. Crocker has been manager of the 
air conditioning and commercial refrig- 
eration department since May, 1939, and 
a vice president of the International 
General Electric Company since 1930. 
His career with General Electric dates 
from 1921 when, after work in the traffic 
and sales departments of the Radio 
Corporation of America, he became 
assistant to Owen D. Young, then chair- 
man of the boards of both R.C.A. and 
General Electric. 


Carolina P & L 


H. G. Isley, connected with the Caro- 
lina Power and Light Company for the 
past 21 years, has been named general 
sales manager, succeeding S. P. Vecker, 
now vice-president, according to an- 
nouncement by L. V. Sutton, president 
of the company. 


H. G. ISLEY 


Isley had been residential and com- 
mercial sales manager since 1935 and 
prior to that time had Served as an appli- 
ance salesman in addition to holding 
other posts. In his new position ‘he is 
in general charge of domestic, commer- 
cial and industrial sales. 


Proctor 


The Proctor Electric Company, Phil- 
adelphia, announces that they have 
added the following to their staff of 
demonstrators: Mrs. Eleanor Smith, 
Kauffman’s, Pittsburgh; Mrs. Leonora 
B. Davies, Northern States Power Co., 
Minneapolis; Miss Jeanne Barrett, Mont- 
gomery Ward Ao., Detroit, and Mrs. 
Claude C. Miller #s at Emory, Bird & 
Thayer, Kei as City. 


DECEMBER, 


O. P. Cleaver, lighting engineer, 
Westinghouse Lamp Division, Bloom- 


field, N. J., has been elected regional 
vice-president of the Illuminating Engi- 
neering Society, according to an an- 
nouncement made recently by Frank G. 


Horton, LE.S. executive secretary. 
Eureka 
H. W. Burritt, president of the Eureka 
Vacuum Cleaner Company, announces 


the appointment of A. W. Gardes as 
factory manager in charge of production. 

Mr. Gardes is well known for the 
work done for the National Cash Regis- 
ter Co. where he was employed for six- 
teen years. Starting as a product de- 
signer he rapidly advanced to the head 
of the tool design department where his 
responsibilities included the designing 
and estimating of all special equipment 
such as machinery, tools, gauges, etc., 
planning all manufacturing operations, 
cost reduction and factory engineering. 


A. W. GARDES 


Franklin E. Howell, formerly with 
Frigidaire, has been appointed wholesale 
representative of the Eureka Vacuum 
Cleaner Company in the St. Louis region 
by George T. Stevens, vice-president in 
charge of sales. He will be associated 
with W. H. Bryan, recently appointed 
manager for the Eureka St. Louis region 
with headquarters in St. Louis. 


G-E Home Bureau 


Evidence of both increased homebuild- 
ing activity and added attention to this 
field on the part of the General Electric 
Company is seen in the extension of the 
field force representing the G-E Home 
Bureau, recently announced by C. W. 
Stuart, bureau manager at Bridgeport, 
Conn. 

Theodore C. Cieslak, formerly 
cated at headquarters, has been ap- 
pointed northwestern representative of 
the Home Bureau, with headquarters at 
Seattle, Wash. Cieslak formerly was 
manager of kitchen planning activities oi 
G-E at Nela Park, Cleveland, before 
these were merged with the Home 
Bureau. 

Two new representatives were ap- 
poceens Stuart to work out of Home 
3ureau headquarters, Ralph J. Mowry 
and Marqifis B. Connolly. Mowry was 
formerly vice-president of Alfred L. 
Hart Co., G-E air conditioning distribu- 
tor for Long Island, and prior to 1928 
was with National Cash Register Co. 
Connolly was among the first few indi- 
viduals to sponsor sgles of electrical 
equipment to builders in New England. 
At one time manager of the G-E home 
appliance dealer section at Bridgeport, 
he was later district appliance sales 
manager at Boston. 
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Norge 


The appointment of M. W. Thompson 
as sales promotion manager of the Norge 
Division, Borg-Warner Corporation, is 
announced, by M. G. O’Harra, vice- 
president in charge of sales. 

Having worked with appliance distrib- 
utors and dealers for many years, Mr. 
Thompson is thoroughly familiar with 
their methods of operation, problems and 
promotional activities. 


M. W. THOMPSON 


His first experience in this field was 
with the original Majestic radio and 
refrigerator organization (Grigsby-Gru- 
now Company) as assistant advertising 
and sales promotion manager, from 1928 
through 1933, which was followed by an 
association of several years, in sales 
promotion work, with the Stewart-War- 
ner Corporation. More recently, Mr. 
Thompson has been assistant sales man- 
ager with Farnsworth Television & 
Radio Corporation of Fort Wayne, In- 
diana. 


Westinghouse 


Sheldon F. Myers, of Springfield, 
Mass., has been appointed sales develop- 
ment manager of the Middle Atlantic 
Merchandising Division of the Westing- 
house Electric & Manufacturing Com- 
sany with headquarters in Philadelphia, 
Penna. 


S. F. MYERS 


Until his transfer, Mr. Meyers was 
sales development manager of commercial 
refrigeration and air conditioning depart- 
ment at the Gompany's plant in East 
Springfield, Mass. He has been with 
Westinghouse for 25 years. He began his 
business career as an office boy in 1915, 
was promoted to sales assistant in 1922 
and has been working in various man- 
agerial capacities since that time. 


G-E Plastics 


David Fitzgerald, who for the past six 
years has been auditor of the plastics de- 
partment of the General Electric Com- 
pany, has been appointed assistant to 
G. H. Shill, manager of the department, 
which has its headquarters in Pittsfield, 
Mass. E. H. Gabel has been appointed 
auditor of the plastics department, suc- 
ceeding Fitzgerald. 


LOOKS LIKE THE 


HIT THE SHOW! 


SEE THEM ALL IN CHICAGO 


Models For Every Purse! 


THE BIGGEST-SELLING 

LINES AVAILABLE TO 

DISTRIBUTORS AND THEIR 
DEALERS 


TIME TO START THINKING ABOUT 
THis EXTRA PROFIT LINE ror ‘4 


e Can you picture a market of 3 out of 4 
families for a line in which there is little 
competition—unusually big discounts? 

That’s the’sewing machine market! 

White’s complete line and price range cover 
that market with names that have been known 
throughout America for nearly four genera- 
tions as the finest sewing machines made! 

Consider these features of our distributor- 
dealer program: 

Modest Inventory Unusual Discounts 
No Yearly Models Exclusive Franchise Plan 
Large Unit Sales Active Factory Co-operation 

Yes, sir! The White proposition looks like 
the hit of the show. It’s worth seeing and 
hearing. Plan to see us in Chicago, and get 
the whole profit-proved story! 


\ SEWING MACHINE 


WHITE SEWING MACHINE CO., CLEVELAND, OHIO 
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Western 


NEWS FLASHES 


The Pacific Gas and Electric Com- 
pany’s rate reduction which it is fig- 
ured will amount to $5,000,000 for 
consumers in the northern California 
district has been receiving some ex- 


tensive publicity. Dealers have been 
provided with an analysis of the new 
rates for use in helping them to ob- 
tain more appliance sales. Light con- 
ditioning, electric ranges and water 
heaters are included in the month’s 
advertising set-up. 
* * 


Year-to-date dealer sales of all ma- 
jor electric appliances are reported 
well ahead of records for 1939 
San Francisco district. Electric 
refrigerator and radio sales show the 
best advance The September ironer 
campaign sponsored by the Electric 
Appliance Society of Northern Cali- 


to be 


in the 


fornia, resulted in the sale of 245 
standard type ironers in the San Fran- 
cisco area, an all-time high 

* 


The Hot-N-Cold store of Fresno, 


California, has been advertising a ware 


house sale of $119.95 standard refrig 
erators at $95.95, and $154.75 deluxe 
iodels at $116.25 
* * 
The Harris Department Store of 
San bernardino, California, testifies to 


the advantages of an ¢« vaporative cooler 


system, put in in time to get the 
advantage of hot weather shopping 
comfort. Says S. L. Seymour, man- 
ager of the electrical and housewares 
department, “We attribute a material 
increase in our summer business to the 
use of electric coolers. 
only come here to 
remain to look around after making a 
purchase. Many extra sales result. 
The cool atmosphere also is a help 
in selling large appliances, such as 
electric ranges or refrigerators. An 
hour or longer is sometimes necessary 
to show these appliances satisfactorily. 
With our cooling system the customer 
remains comfortable and in a buying 
mood the entire time.” 


buy—they also 


* 


Samoville’s of Sacramento, Calif., 
have been featuring the Hotpoint 
“President” range offering an “easy 
budget plan”, with no money down, 
2 to 3 years to pay, liberal trade-in 
allowance, 
free delivery anywhere. 


* * * 


Employees handing tips on prospects | 


for major appliances in the territory 
of the Washington Water Power Com- 
| pany turned in a new record during 
| September with 359 tips, from which 
68 sales resulted. This was during 


Customers not | 


money-back guarantee and | 


a period during which'no special cam- | 


paign was under way. 


W. C. Rathke of Nebraska Power, R. S. Pettegrew, Mrs. B. E. Marsh, sales manager of 
Nebraska Power and Cletus Haney, chairman of the Missouri Valley E. A. meeting at 


Omaha. 


Discussions included the subjects of home lighting promotion, minimum bill cus- 


tomers, rural load building, utility advertising, commercial counter cookery and fluores- 


cent lighting trends. 


Midwest utility thinking produced a lively, stimulating meeting. 


“Come in and let us make a record- 
ing of your voice—Only 10¢” adver- 
tises the Ellis Paint Company of Butte, 
Montdana, interesting customers in the 
new Philco combination set, with its 
home recording unit. 


* * * 


Lipman Wolfe’s of Portland, Ore- 
gon, recently advertised a sale of floor 
sample ranges at prices from $69.50 
to $109.95. 


* * 


In Portland, Oregon, Meier & Frank 
advertise $50,000 worth of famous 
make radios sold at reduced prices in 
a harvest time sale. 


* * * 


“Use pasteurized hot water’, adver- 
tises the Fowler electric water heater 
in Portland, Oregon, newspapers, fea- 
turing a 20- year guarantee on a por- 
celain-lined tank. 


Society of Amateur Chefs Do Their Stuff in Indianapolis 


_ AMATEUR CHEFS i WONDERLAND 
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At left is the stage of the Murat Theatre, 
Indianapolis, where the Society of Amateur 
Chefs put on a cooking show, combined 
with “Alice in Electric Wonderland", the 
Modern Kitchen Bureau promotion. Dis- 
tributors and dealers underwrote the ac- 
tivity under the auspices of the League. 


(Lower left) “Alice in Electric Wonder- 
land", in a setting of an old, out-of-date 
kitchen, made a hit in the show, according 
to Walter Zervas, of the Electric League. 


Two members of the Society of Amateur 
Chefs which includes well-known figures in 
theatrical and literary circles, do their stuff. 
James Montgomery Flagg, illustrator and 
Tony Sarg of marionette fame, entertain 
the audience. Other members included 
William Rhode and Ben Irvin Butler. 


DECEMBER, 


Aluminum Demo 


A visiting engineer and his wife watch 
the brazing demonstration put on by 
G. O. Hoglund in the Aluminum Com- 
pany's booth at the recent National 


Metal Exposition in Cleveland. The 
parts to be brazed are fans for portable 
electric tools made by the Black and 
Decker Manufacturing Company, Tow- 
son, Md. 


The Seattle City Light department 
is continuing its series of church cook- 
ing schools, with a demonstration of 
recipes by the home economist of the 
local newspaper, followed by a talk by 
Merle Bryan of the City Light on 
electrical equipment and a demonstra- 
tion of meat carving by a member of 
a local meat firm. The church organ- 
ization sponsoring the events usually 
charge admission which goes into their 
own treasury and also operate cake 
baking contests, with prizes awarded 
by the General Electric Company and 
by local firms. After the event the 
church stages a sale of the cakes. 


* * 


New dealer in Seattle, Wash., is the 

Commercial Appliance Sales Company, 
a division of the Commercial Auto- 
motive Service, Inc., which has re- 
cently opened with a full line of Hot- 
point appliances. Grand opening was 
held from 11 a.m. to 4 p.m. on Octo- 
ber 29, chief feature being a cooking 
school presided over by the home 
economist of the City Light Depart- 
ment. Interesting in the new firms 
promotional policies is the offer of 
rental of ironers at 75¢ per week, ‘0 
be applied on the purchase price 1 
kept permanently. 


* * * 


Fifteenth annual meeting of tle 
Idaho Committee on the Relation 0! 
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Snapped at Missouri Valley E. A. Meeting 
~ 
— 


Electricity to Agriculture was held re- 
cently at Boise, October 4. On this 
occasion it was brought out that 64 
yer cent of all occupied Idaho farms 
have electric service, as compared with 
4 national average of 27.8 per cent and 
that Idaho farms use about twice the 
national kilowatt-hour average for elec- 
tric service. 


* * * 


The new office of the Idaho Power 
Company at Gooding, Idaho, is modern 
in every detail, with well-lighted dis- 
play windows and a generous display 
floor. The rear of the new quarters 
will have space for a repair and test 
bench for small appliances. The new 
store, which opened November Ist, is 
completely air conditioned, providing 
for cooling during the summer and 
forced heating throughout the winter. 


* * * 


A series of cooking schools for rural 
districts in the Boise division was con- 
ducted during September by the Idaho 
Power Company’s Kitchen Coach. This 
completely outfitted trailer kitchen is 
always an attraction to local women 
who enjoy inspecting its convenient 
arrangement. 


* * 


The Boise division office of the 
Idaho Power Company recently added 
an auditorium with a complete electric 
kitchen on its stage to its equipment. 
The hall will seat 125. 


* * 


Special emphasis in its advertising is 
being placed by the City Light of 
Seattle on its new all-inclusive electric 
rate, which promises 370 kw.-hr. for 
$5 to those who do both cooking and 
water heating electrically. Recently 
they published a questionnaire for the 
benefit of those interested in this rate 
asking: 1. The type of cooking equip- 
ment now used, 2. Present method 
of water heating and, 3. Estimated 
cost per month of both services. A 
goodly number of responses to this 
clipped coupon indicate a genuine in- 
terest on the part of the public. 


*_ * * 


Newcomer in Seattle, Wash., is T. 
C. Cieslak, representing the General 
Electric Home Bureau. Mr. Cieslak 
has been in charge of the kitchen 
planning section of the Bureau from 
1936 to 1939. Before coming to Seat- 
tle, he represented the Bureau in the 
New England states. 

* 7 

September set a record for refrigera- 

tor sales at the B. C. Electric at Van- 


couver, B. C., with an increase of 300 
per cent over the same period in 1939. 


Off the Line 


D. M. Shepard, Landers, Frary & Clark 
plant manager, inspects the first of the 
new Universal food mixers as it comes 
off the production line. 


NATIONAL 


MAJOR HOME APPLIANCE SHOW 
JANUARY 6-18, 1941 


T HE leading major home 
appliances will make their 
debut at the Winter National 
Home Furnishings Market 
. . . along with complete 
kitchen and laundry fur- 
nishings . . . and “Every- 
thing for the American 
Home.” See complete and 
full lines of latest models 
shown in conjunction with 
related equipment at the 
world’s greatest home fur- 
nishings center. 


WRITE 
TODAY 
FOR 
ADMITTANCE 

PASSES 


a= 


248 
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In a washing machine, everything depends on the motor. 


So, there’s power to sell in the fact that a washer is equipped with 
a Sunlight motor. For Sunlight motors have proved depend- 
ability, safety and long life. They are quiet and stay quiet. They 
are virtually trouble-free — even to oiling themselves for the life 
of the washer. And they are better motors because of Sunlight’s 
24 years of experience in building them — because they are 


ODUCT OF GEN 
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backed by the resources of General Motors. 


That the Sunlight motor is the power to sell is on 
the record. To date, this lists more than 4,000,000 
satisfied users and shows a continuously increasing 
demand for Sunlight-powered washers. The many 
remarkable Sunlight motor features explain this 
user preference. 

For example, every Sunlight motor provides three 
times its full rated power, if needed, as protection 
against overloads. The rotor is welded, eliminating 
the possibility of trouble from melted solder. Wind- 
ings are doubly protected by insulation and im- 
pregnation. 


The Sunlight motor on a washer is something for 
you to sell, for it helps to sell the washer. Sunlight 
Electrical Division, General Motors Corporation, 


Warren, Ohio. Y 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-FOUR YEARS “Sonor 


MOVOr 


DECEMBER, 


Former members of the staff of the 
Electrical Development League oj 
Southern California, whose off ces 
were closed with the curtailment oj 
the Los Angeles Bureau of Power 
and Light’s merchandising program 
have found places for themselves, mos; 
of them in some branch of the elec- 
trical industry. F. A. Hockensmith, 
former manager of the League, has 
opened an office for himself as fact ry 
representative, while Walter Stickel, 
who was in charge of wiring promo 
tion, has become advertising and sales 
promotion manager in the Los An. 
geles branch of the Leo J. Meyberg 
Co. Arthur Kempston has joined the 
Los Angeles office of the Pacific Coast 
Electrical Association to assist in ade. 
qiate wiring promotion work. The 
League secretary, Miss Record, has 
found a position with the Los An. 
geles Chamber of Commerce. Bureay 
of Power and Light employees have 
returned to their various positions 
with the Bureau. 


Philco A. C. Head 


Arthur C. Nodine has been 
appointed national supervisor 
of Philco-York air conditioning, 
according to Harry Boyd 
Brown, manager of the depart- 
ment. 


William Gordon has been appointed 
purchasing agent for the B. C. Elec 
tric Railway Company, succeeding the 
late A. C. W. Gage. 


* 


The General Electric Supply Cor- 
poration of San Francisco has opened 
a new showroom on the fourth floor 
of the Western Merchandise Mart of 
San Francisco where complete show- 
ings of G.E. home appliances are to 
be made. 


New Westinghouse district resale 
manager for the Pacific Coast is S. 
H. Harrison formerly in the industrial 
sales division of the Seattle district. 

* 


In Preston, Idaho, The U and I Ex- 
change has recently taken on a com- 
plete Westinghouse line. Ray Bos- 
worth is manager. Jim and Albert 
Hoggan have also opened a new elec- 
tric appliance shop, featuring General 
Electric equipment. 

* * 


Reed’s Riteway Store in Provo, 
Utah, opens with a complete line of 
G.E. equipment. Manager is K. G. 


Grimm. 


. W. and H. L. Spoonmore of 
Spokane, Wash., have opened the 
Spoonmore Electric Company, a new 
electric shop carrying Stewart-War- 
ner and General Electric appliances. 

* 


A combination offer on cleaning 
equipment, with two vacuum cleaners 
and a washing machine was made !y 
the Radio Engineering & Service Com- 
pany of Butte, Montana, in October 
advertising. “$5 delivers all three ‘o 
your home”. 
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A remarkable record was made by 
the Montana Power Company and 
lealers in their 15-week summer range 
ind water heater campaign recently 
concluded. This resulted in the sale 
of 2,052 new electric ranges and 161 
water heaters, or 22 carloads of equip- 
ment. This was 136.8 per cent of the 
juota set. In addition 240 roasters, 
39 portable ranges, 1,270 hotplates 
were sold. Dealers accounted for 775 
of the electric range sales. Of the 
total new ranges, 547 went into new 
homes and 723 displaced competing 
fuel, while 466 replaced old electric 
equipment and 316 took the place of 
gas ranges formerly served by the 
power company. 


* * 


Al Lemmon and Harold Travers, 
electrical repair house have moved to 
larger quarters on Sierra street, with 
a display room. In addition to their 
service work, they have taken on the 
state distributorship for the Col-Temp 
beverage file and the York commercial 
refrigeration line. They have also 
added two salesmen to their staff. 


» * 


“$25 allowance for your old range” 
on a $159.95 model Kelvinator range 
was the recent offer of The Paris 
Company of Salt Lake City, announced 
in a full-page advertisement during 
the last days of October. 


* * * 


The Hanco Furniture Stores, for- 
merly the Hansen Distributing Com- 
pany of Salt Lake City, announced a 
special trade-in allowance and a three- 
day sale as introductory offers during 
the last week of October. 


* * * 


Employee tips to salesmen of the 
Public Service Company of Colorado 
have become an important source of 
prospects. All employees other than 
those in the new business departments 


and telephone operators are paid for | 


tips filed with the Tip Department on 
which sales are later completed, date 
of filing determining the awarding of 
the bonus as between two who record 
the same name. 


* 


Reversing the usual order of things, 
the Rinso company has been offering 
electric washers as prizes in an essay 


eontest featuring their soap. Herb 
Names, the Austin Appliance Com- 
panv, the Norge Home Appliance 


Company and Lemoine’s of Denver, 
Colorado, joined in the page advertise- 
ment recently run in Denver newspa- 


pers, offering contest blanks and other 
special features. Some offered cash 
prizes of their own to contestants ob- 
taining blanks through their stores. 


* ¢ * 


A drive-in feature has been added by 
the Stuffer Electric Company, whole- 
salers of Seattle, who have recently 
taken over a building formerly occu- 
pied bv an automobile agency. They 
have been appointed distributors for 
G.E. appliances. 


*_ * * 


The International Appliance Com- 
pany of Brooklyn, N. Y., makers of 
Broilking electric table broilers have 
appointed Wallace R. Lynn Company 
of San Francisco as agents for the 
central Pacific and Southwest districts, 
while Chas. C. DeBruler of Denver 
takes over the Intermountain territory. 
The Northwest Sales of Seattle con- 
tinues to serve the Pacific Northwest 
area. 


* * * 


A permanent injunction was ob- 
tained by the Better Business Bureau 
of Los Angeles against seven house- 
hold appliance stores who have been 
engaged in what is described as a 
“merchandise check racket” during the 
past year. The system seems to have 
been to mail letters to persons who 
registered at movie houses and else- 
where congratulating them on having 
received as prizes checks good for $50 
in merchandise at their stores. Com- 
plaints from recipients indicated that 
out-of-date merchandise was being sold 
or offered and that an active business 
was being done in sale of the checks 
at a discount for cash. The group 
called itself Consolidated Appliance 
Dealers of California and enjoyed a 
weekly business of about $15,000 as a 
result of the illegitimate promotion. 


Clements Celebrates Golden 
Wedding Anniversary 


George Clements, pioneer manufac- 
turer of industrial blowers, suction clean- 
ers and vacuum cleaners, with Mrs. Cle- 
ments will celebrate their golden wedding 
anniversary on December 18th. 

Mr. Clements was born in Mussel- 
burgh, Scotland February 24, 1861. He 
organized and became president of the 
Clements Mfg. Co., Chicago, but since 
1934 he and Mrs. Clements have made 
their home in Glendale, California. He is 


| a prominent member of the Mystic Star 


Lodge No. 758, The Oriental Consistory, 
The Shrine and Knights Templar. 


World's Fair visitors who saw the Westinghouse mechanical man, Electro, right, 
may have thought they were seeing something brand new. But 1940 marked his 
13th birthday. John M. Barnett constructed his first monster, Televox, left, in 
1927. Only Sparko, the dog, is new and a growing boy needs a chum. 


ELECTRICAL MERCHANDISING—DECEMBER, 1940 


> 
3 
a 
= 


4% 

% 


ce — 
rales on price competition 


outstanding 
tures and con 


ing. popular 


Electro-Safe 
air insulated tub — 359 
8 Ib. Capacity- 
d Beauty — Same 


miine 
new 
Corrugated Tub, Central 
izedControls, 
ing Time lock, 
asters, etc. 
asher on the market 
design. quality. |" 


famous 
s and conveniences- 


The finest w 
in beauty. 


WAIl retail pric 
shown F.O.8. 
Davenport, 


OSS 
MFG. CO. 


DAVENPORT, IOWA 


PAGE 53 


| 
| 
| — | 
3 
Exceptional quality at @ low 
struction. 
Streamlined styling of higher 
priced washers — streamlined 
— wringer — inter- $ * 
changeable top oF 49° 
bottom agitator. 
voss 
EYE APPEAL ~ SALES FEA- 
NATIONAL ADVERTISING 
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Wringer. the world’s safest — Suds 
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/ 
WW The Husband Looked Glum— 


Thought Lost that 
Vacuum Cleaner Sale until—” 


“Yes Sir! I had put on a swell demonstration. But the 
husband still looked cold as ice. I turned on the heat. 
‘What's more,’ 1 said, ‘this cleaner has a Black § Decker 
motor—and men who know their stuff about electric motors 
will tell you. . .” 


“T hadn't gotten far into my Black & Decker motor story 
when he broke in. ‘Why didn’t you say so in the first place?’ 
he quizzed; ‘we use a lot of Black § Decker electric tools at 
our plant—wouldn’t have any other kind.’ Right there I 
pushed the dotted line at him. He signed with a grin.” 
* * * 

Particularly where the man of the house is in the picture, 
you have a real sales-clinching story to tell when you sell 
a cleaner equipped with a Black & Decker motor. For 
the Black & Decker Electric Company is America’s most 
experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
bility with minimum servicing. Every Black & Decker 
motor, moreover, is specifically designed and custom 
built for the particular make of cleaner it drives. And the 
name of Black & Decker—famous also in the field of 
portable electric tools—stands ace-high with men in 
practically every walk of industrial and business life. 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manu- 
facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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Two Associations Roll up 
Sleeves and Argue with 
Manufacturers 


CHICAGO—Not so long ago an elec- 
trical dealer in Geneseo, IIl., had apo- 
plexy when 500 catalogs offering 35 to 40 
per cent discount “to the trade” were 
accidentally on purpose dropped in the 
mail boxes of 500 leading mle citi- 
zens. 

This situation, magnified a hundred 
times, has put Illinois dealers, particu- 
larly in Chicago, on the warpath against 
this form of selling. 

Most dramatic move has been the 
flourishing around by the Chicago Re- 
tail Hardware Association of advertis- 
ing proofs which threaten to embark 
its members in a selling of the appli- 
ances of 15 manufacturers at discounts 
up to 40 per cent to the public. More- 
over, the copy points out that these 
items are not close-outs or seconds, but 
regular 1941 merchandise. 

“Appliances in Chicago hardware 
stores,” declares J. C. Amis, secretary, 
“are to be made a football to attract 
trade with the Christmas profits to come 
| from other items. If catalog selling can 

foul one market, we can foul the ex- 
| tire market until manufacturers see fit 
| to clean it up. 
| With the Chicago daily newspapers re- 

jecting such copy and the neighborhood 
newspapers telling ELEcTRICAL MERCHAN- 
| DISING that they will not accept it if 
| offered, the Amis threat promises to be 
mostly a political gesture. 


Manufacturers Crack Down 


Nevertheless, there is a move on the 
| way by manufacturers to crack down 
| on catalog distributors. Three houses 

have been tossed out recently by a large 

national manufacturer. Said the spokes- 
| man of this company who cannot be 
identified because of national company 
policy, “Most of the wholesale houses 
that actually call on dealers are perfectly 
clean in this respect. We are putting a 
crimp on distributors who send catalogs 
beyond the confines of the territory called 
on by their men. We demand that a dis- 
tributor have a sales organization in the 
| field before we sell him. It is impossible 
| to eliminate courtesy sales entirely. But 
it is one thing for a wholesaler to sell a 
buyer for Swift & Company something 
and another to turn around and sell 
every Tom, Dick, and Harry in the or- 
ganization. A law on the statute books 
defining the situation will be welcomed 
by every manufacturer and will be un- 
doubtedly followed.” 

Said J. C. Strader, whose organization, 


BATTLE RAGES IN CHICAGO 
| TO STOP CATALOG SELLING 


The Illinois Radio and Appliance Dealers 
Association, is right in the middle of 
the thing, “By the simple enactment of 
the so-called Wisconsin law in the state 
of Illinois, it would in one fell swoop 
return millions of dollars to retail chan- 
nels. 

“This law is an act designed to pre- 
vent any manufacturer from selling or 
aiding in the sale of any merchandise to 
his employees other than goods of his 
own manufacture, or those ordinarily 
handled as a regular daily course of 
business, It would, however, permit the 
running of a cafeteria sale of perhaps, 
cigar, cigarettes, tobacco, candy, but in 
no case would it tolerate the purchase 
and resale of consumer goods for em- 
ployee use. 

“It is not to be assumed that the mere 
passage and enforcement of this law is 
a cure-all for industrial selling but it 
does often strike at its very roots. The 
purchasing agent often is used merely 
as an introductory contact with the in- 
dustrial seller. Once the purchaser makes 
contact with the industrial seller the 
function of the purchasing agent ceases 
and the customer thereafter is permitted 
to purchase on his own_ recognizance. 
There is hardly a large office today that 
does not have its favorite clerk or em- 
ployee who can ‘get it wholesale’ with the 
rest of the group. 

“Passage of the Wisconsin law would 
cause executives to more or less frown 
upon any attempt of their employees to 
engage in the traffic of consumer mer- 
chandise, and would class its partici- 
pants as bootleggers and undercover 
operators due to the natural resorts to 
subterfuge the enforcement of the law 
would entail, thus causing this type of 
business transaction to become very un- 
popular. We believe the time is now ripe 
for introduction of such a law in the 
general assembly in the state of Illinois, 
and welcome the advice, counsel and aid 
of all those interested.” 

The catalog house, which is the cause 
of all this shooting, has come quietly 
upon the merchandising scene. From a 
handful there has said to have grown 
a group of 27 firms of note in this field, 
and possibly 60 outfits altogether are 
doing a little dabbling. 


Catalog House History 


As a means of distribution the catalog 
house deserves a brief history. It can be 
defined as a firm that sells to the public 
by catalog at wholesale prices. Before 
the activity of the mail order chains, 
this thing was unknown. True, a lot of 
wholesalers passed out courtesy dis- 
counts or took care of “friends” but the 
total volume of wholesale selling was in- 
consequential. However, when the mail 


New Cars for Bendix Derby Winners 


They actually won a new automobile, so why shouldn't they smile! Sixteen of the 
above group are now owners of new Studebaker cars, awarded in the recently 
concluded Bendix Hobby Derby. They were entertained by Bendix Home Appli- 


ances, South Bend, and the Studebaker Factory. After a gala day which included 
| a trip through Bendix Home Laundry and Studebaker factory, the winners left 


| South Bend driving their new cars. 
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E. O. Shreve, vice-president of the Gen- 
eral Electric Co. and newly elected 
President of the National Electrical 
Manufacturers Association, receives the 
congratulations and best wishes of his 
predecessor, C. E. Swartzbaugh, pres- 
ident of the Swartzbaugh Manufactur- 
ing Co., Toledo, O. 


order chains began cutting into jobber 
volume, and metropolitan dealers started 
a disconcerting habit of ordering “one 
twelfth of a dozen,” some wholesalers 
shrugged and said, “why not sell on that 
basis to the public—at least we get 
cash on the drum head.” 

Ever bigger and better have grown 
the catalogs, and today include every- 
thing from golf clubs to miniature 
cameras. Once they were sent mostly 
to purchasing agents of various cor- 
porations, today they are plunked into 
the mail boxes of the moneyed ten per 
cent of the population everywhere. A 
“confidential price list to dealers” sucks 
them all into a reading. 

“When a consumer sees in a catalog 
he can get a $16 nationally advertised 
toaster for $10.67—which is the price at 
which a dealer buys it, he naturally gets 
a money order ready,” says Mr. Amis. 


Economic Portent 


Now the phenomenon of distribution 
as represented by a catalog house is un- 
usual and ELectrIcAL MERCHANDISING has 
tried to get a mental picture of its eco- 
nomic portent. Is it the right way of 
distribution of the future? Manufac- 
turers said that the catalog firms pre- 
sented them with clean business, at small 
sales cost, and placed orders far in ad- 
vance of the season. On the other hand, 
said veterans who had no particular axe 
to grind, the catalog house does this in 
the long run to the manufacturer : 

1. It breaks his price structure: a $16 
item sold at retail at $10.67 becomes in 
time a $10.67 sale, and all the king’s 
horses and men can’t help an appliance 
when it’s down. 

2. The catalog house puts all of a 
manufacturer’s eggs in a few baskets. 
He is in a position to lose ground rapidly, 
not having the protection that a multi- 
tude of small accounts give. 

3. In the long run, a catalog house 
grinds down a manufacturer’s prestige 
by trading on his reputation. It cannot 
do the business on an unknown item. 

“We look upon it as a situation in 
which the manufacturer wants to have 
his cake and eat it, too,” Mr. Amis said. 
“He knows what wholesalers are doing 
a catalog business and can stop them 
easily in Illinois by coming under the 
fair trade act. The temptation to sell 
both dealers and catalog houses is, how- 
ever, irresistible despite the fact that it 
hurts the retailer’s business. Only by 
forcing a showdown on the situation can 
we bring about a cure. Since the cam- 
Paign has started it may interest you to 
know that six manufacturers have taken 
steps to come under the fair trade act, 
and a seventh is considering.” 
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Do the Replacement Cords You Sell 
Match the MODERN APPLIANCES? 


You have extra sales features when you 
sell Belden Electrical Cords for replace- 
ment on appliances and tools. Safe, trouble- 
free Belden construction of plug, cord, 
and connectors gives users plus values. 

Belden cords are free from Corditis* — 
styled to match modern appliances in 
appearance and usefulness. 

There are Belden cords for all types of ap- 
pliances. Capitalize their sales advantages 
and their wide popularity—Specify Belden. 


Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 


Belden Manufacturing Company 
4663 W. Van Buren St. 
Chicago, Ill. 


*CORDITIS—. dangerous disease of electrical cords; 
the symptoms are frayed wire and broken plugs. It 
causes severe mental irritation and violent nervous 
disorders among electrical appliance users. 


NATIONALLY ADVERTISED 


Belden 
ELECTRICAL CORDS 


PACIFIC COAST ELECTRICAL ASSOCIA- 
TION HOLDS WORKING CONCLAVE 


SAN FRANCISCO—Important contri- 
butions to the progressive thinking of the 
electrical industry in California were 
brought out at the two conclaves of the 
Pacific Coast Electrical Association held 
during November in Oakland and Los 
Angeles. Following section ‘meetings at 
which problems of adequate wiring, credits 
and collections, applications of electricity 
to agriculture, lighting and ranges and 
water heaters were discussed,-an open 
meeting was held. In Oakland this’ took 
the form of a panel discussion-in which 
a department store executive, a chain 
store man, several industrial relations 
experts and representatives of various 
branches of the electrical industry dis- 
cussed the problem of how to bring about 
a public relations consciousness in any 
organization. 


Butane Competition 


Range and water discussions brought 
out the difficulties of Butane competition 
in rural districts, in a discussion led by 
Kenneth Hampton of the San Joaquin 
division the Pacific Gas and Electric 
Company Hampton gave the pro- 
gram of company, which consists of 
an attempf'to achieve satisfied customers 
through seeing that the equipment they 
use is modern and in good condition and 
by seeing that they know how to operate 
it to advantage. Dealers are encour- 
aged to display electric equipment by 
making this a condition for participation 
in power company programs. Antiquated 
electric ranges taken as trade-ins by 
dealers actively selling electrical equip- 
ment are bought by the power company 
and junked to remove them from service. 
Although customers are still being lost 


in some cases to liquid fuel, others are 
being won back again by this coordinated 
program. 


Range Selling 


That the industry should present a 
united front in carrying out a local range 
and water heater program was the theme 
of Charles Meier of the Westinghouse 
Company. He cited the remarkable rec- 
ords of Washington and Montana in 
range selling during the past year as an 
example of what such a unified effort 
can achieve. A forecast was made of 
important campaigns in this field planned 
for the coming year by the Pacific Gas 
and Electric Company and the Southern 
California Edison Company. 

In overcoming the reluctance of deal- 
ers to push electric ranges, R. D. Thom- 
son suggested: That ranges be sold 
at an installed price. 2. That the dealer 
be adequately informed on servicing so 
that he realizes that with modern ranges 
and power company policies, he stands 
better with electrical equipment than with 
gas. 3. That the fact that the average 
range, gas or electric, purchased today is 
priced in the neighborhood of $155, places 
electric ranges on a par with gas and 
counteracts the advantage of wider price 
range which gas equipment was thought 
to possess. 4. That the general impres- 
sion of public and dealer alike that 
electric cooking is slower and more ex- 
pensive than gas should be counteracted 
by advertising and radio programs and 
by getting dealers to use electric cook- 
ing in their own homes. 5. That every 
effort should be made to persuade deal- 
ers to carry an adequate stock of ranges. 

Among the methods of educating and 


N. Y. Appliance Buyers at Rex Cole Party 


Fred Fox, appliance buyer at R. H. Macy & Co.; 


Dan Secord, secretary-treasurer 


of Rex Cole, Inc., G-E distributor; and E. V. Walter in charge of Macy's base- 
ment, watch a presentation of a G-E Christmas special refrigerator. 


Robert Stevenson, Rex Cole vice-president; Ed Schwartz of John A. Schwartz, 
Inc.; Robert A. Graves of General Electric and Herb Lobel of Michaels Bros., in 
a cheerful mood at Rex Cole's Christmas special party recently. 
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interesting salesmen in electric range 
selling, Al Bauerman of the Hotpoint 
Company listed selling drives, contests 
and questionnaires. A projector used by 
the salesman who left it in the custom- 
er’s home over night, traveling shows, 
small fairs in small communities, treas- 
ure hunts, inter-district contests between 
teams of salesmen, banners on trucks 
listing sales arguments, salesmanship 
lending libraries established _by utilities 
and the use of manufacturers’ and indus- 
try material were among the effective 
methods suggested. The dealer could 
help with adequate displays, a projection 
room, by furnishing photos and_testi- 
monials and by installing a model kitchen 
in his store. Most important was to 
sell the salesman the idea that he could 
do something for himself. 


Water Heater Problems 


In presenting the program which has 
been outlined by the industry for the 
standardization of electric water heaters, 
Howard Oliphant pointed out the im- 
portance to the industry of such a step, 
which will substitute a limited number 
of models for the 530 or more which 
must now be manufactured to meet vary- 
ing demands. The proposed standards, 
which call for lower wattage heating 
units than those now commonly de- 
manded by western utilities may result 
in the necessity of larger tank sizes, he 
admitted, but said that the industry en- 
gineers had predicted that the increased 
volume and reduction of overhead would 


permit of a marked reduction in price 
which would more than offset this in- é 
creased cost to the customer. As an 
example -he cited the experience with 
the electric range, which had dropped to = 
one half the price for better equipment ee 
in a few years’ time following stand- "ie 
ardization. y's 
He suggested the advantage of the sell- by 
ing of range and water heater at a com- 
bination price and stated that modern 
installation methods on water heaters had 
reduced costs. They are now being in- 
stalled at the most advantageous point 
instead of at that picked out by the 
customer, thus frequently reducing heat 
losses through elimination of long piping. 
Tests are also being made at the tap, en , 
with a recognition of the fact that water i 
temperatures need not be as high as 
was sometimes specified in the past. 
Proper installation methods have some- 
times reduced the cost as much as 25 
per cent. The water heating field needs 
more advertising and he suggested as a 
possibility that manufacturers tie in 
water heating ads with all range adver- § 
tising, leaving the dealer to follow suit 
if he so wished. 
In discussing the attitude of the utility ieee 
toward protecting the public against 
wrong use of fluorescent lighting. Harry 
Carroll of the Pacific Gas and Electric 
Company urged that the utility install 
sample installations of approved light- 
ing in their own quarters to serve as 
samples. 
Here is a picture of complete confidence. It 
is meant to suggest the confidence of the 
heating appliance maker in Chromel, for his 
heating-elements. Just as Santa Claus is the 
old favorite stand-by of childhood, so is 
Chromel to the heating device industry. This 
oq O S K j Ni s alloy is matchless in its long life in the device. 
It is so reliable, and trouble-free in per- 
, 
‘ formance, that your customer is scarcely 
C ot ROM El aware of the heating element. Its service is 
virtually as unbroken as is the power that 
ELECTRICAL HEATING ELEMENT operates it. And this is why you sell Chromel- 
equipped devices with confidence. . . . 
HOSKINS MANUFACTURING CO. 
Lawrence R. Hills, sales training director Detroit Michigan 
of Rex Cole, Inc., goes over the fine é 
points of a Christmas special refriger- USED IN MILLIONS OF APPLIANCES 
ator for New York appliance buyers. 
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cet KELVINATOR! 


FORWARD 
MARCH © 


Progressive _ electrical 
heating appliance man- 
ufacturers, who have pi- 
oneered with great suc- 
cess and continue to 
pioneer as time marches 
on have specified and 
continue to specify “Ni- 
chrome” for the heating 
element. 


1920 


The Pioneer resistance ele- 
ment of that day. The 
very heart of the new 
born electric heating ap- 
pliances. 


1920 


A Pioneer in the applica- 
tion of electric heat to 
domestic home appliances. 
Ic popularized Toast Time. 


1941 Pioneer 


""Nichrome”’ resistance element alloy. 
Free from Oxide! 

Constantly improved process! 
Withstands higher temperatures! 
Useful hours life increased many, 
many times. 


1941 Pioneer 


Up pops the toast! 

No watching! 

No burned toast! 

Always the way you like it! 
"Pioneer'’ Toasters by Manning Bowman 


Resistance Element Alloy by 
DRIVER-HARRIS COMPANY, Harrison, New Jersey 
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A New Technique 
in Lighting Education 


oes CONTINUED FROM PAGE 22 


Park staff in Cleveland, it was hard 


to find. There was blackboard drill, 
there were recitations, there were 
primary and advanced studies for 


everyone. And, on the premise that 
“all work and no play makes Jack a 
dull boy,” there was entertainment 
at the conference banquet as Samuel 
G. Hibben, Westinghouse director of 
applied lighting, combined an inform- 
ative lecture with the wand of a 
magician to show spectacular fluor- 
escent and other lighting effects and 
to introduce some of the “laboratory 
light babies” of today that may be the 
basic illumination standards of to- 
morrow. There was even a confer- 
ence version of “Information Please” 
as the “students” quizzed the profes- 
sors on varied problems. 

Just to keep things in tune with the 
“seeing” theme, this West Virginia 
“school” used “visual education” as 
the basis for much of the “teaching” 
and the motion picture, the projector 
slide, the blackboard, the display, and 
the demonstration replaced in large 
measure the “three R’s.” There was 
more than a sprinkling of University 
student engineers who came to see 
about the new technique in education. 
Even a utility home economist and a 
woman school teacher or two came to 
“see” and stayed to “learn” that light- 
ing has progressed quite a distance 
since the first caveman snatched a 
burning fagot from his fire and used 
it to illuminate the interior of his 
primitive home. And there was more 
than a little room for thought in 
President Lawall’s remark that 
“things are often old before a text- 
book discussing them appears” as he 
stressed the need for all groups to 
keep up-to-date and change their 
thinking constantly. 

These West Virginia “students” 
took up their “primer” as E. D. “Ric” 
Altree, director of illuminating engi- 
neering for the General Electric Com- 
pany, as the “history teacher” traced 
the development of lighting from 
many thousands of years before the 
coming of Christ to the candle of 
1800, the coal oil and kerosene lamp, 
the open gas flame, the gas mantle, 
Eidson’s first incandescent lamp in 
1879, and the many applications of 
lighting today. 

Then did Dr. A. H. Forman, of the 
University’s electrical engineering 
department, speak briefly of photom- 
etry, illustrate some standard illum- 
ination definitions and present some 
formulas, reminiscent to the audience 
of the old-fashioned “rithmetic.” And 
just to complete Lesson One, H. C. 
McDaniel, district engineer for West- 
inghouse in Pittsburgh, discussed the 
design of lighting to fit every individ- 
ual need and then turned his pupils’ 
attention to the blackboard to test 
their knowledge in illuminating an 
imaginary classroom and to drill them 
on “safe seeing” standards. Without 
intending a pun, one might add that 
a lot of the students received a 
“clearer view” of what proper light 


bases should be. 
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YOUR NAME STAMPED 
IN GOLD 


on the cover of 
this new book 


FREE 


Without cost to you, we 
will stamp your name, 
or a friend's name, on 
the front cover of any 
copy of Abbott's Na- 
tional Electrical Code 
Handbook ordered from 
this advertisement. This 
is @ special Christmas offer, limited to accept. 
ance before January 1, 1941. 


Just off the press! The NEW 


NATIONAL ELECTRICAL 
CODE HANDBOOK 


covering the new 1940 Code 


FIFTH EDITION FULLY REVISED 
By Arthur L. Abbott 
585 pages, 5 x 7!/2, illustrated, $3.00 


Here is the electrical contractor's job book a!- 
most completely rewritten in accordance with the 
new 1940 Code requirements, planned to enable 
electricians to understand the new rulings of the 
National Electrical Code and to do work in ac- 
cordance with the Code. 


Simplifies the Code 

for quick, easy application 
It restates rules in simple language, plus ex- 
planations, practical directions, and diagrams, 
showing what the rules mean and how to apply 
them. /f groups rules in special arrangements 
making it easy to find ALL rules applying to any 
given job. 


IMPORTANT NOTE 


The new 1940 Code contains more changes 
than any previous Code, and the new 
ABBOTT covers fully every item of this 
new Code. 


Some features of this new edition 
@ Contains a handy reference table that shows 
at a glance just what lighting and appliance 
loads may be connected to each of the five 
types of branch circuits described in Art. 210. 


@ Concisely explains complicated new rules in 
the Code under which 17 difficult types of 
insulated conductors are recognized. 


@ Clarifies provisions relating to carrying capaci- 
ties, rubber-insulated wires, small-diameter 
wires for re-winding, insulations for extra high 
temperatures, etc. 


@ Presents the motor wiring and protection 
tables, always an important feature of the 
Handbook, in a new form which makes easy 
the solution of problems which arise when 
determining the rating or setting of fuses or 
circuit breakers protecting motor branch 


circuits. 
DO YOU WANT 


ACT NOW to make a friend a 


THIS SPECIAL sonal 
with real utility 
HOLIDAY OFFER | of this help: 
EXPIRES JAN. Ist 


t you 
Mail this coupon 


ul! 
will doubly prize? 


Then take advantage of 
this free stamping of- 


McGraw-Hill Book Co. 
330 W. 42nd St., N.Y. 
Send me Abbott’s National Electrical Code Hand- 
book according to terms checked: 


With name stamped in gold. I enclose $3.00 
os understand stamped books are not returnable. 


(Offer expires Jan. 1, 1941.) 

© For 10 days’ examination, without gold stamp- 
ing. I will send you $3.00 plus few cents postage 
in 10 days or return book postpaid. (Postage pre- 
paid if cash accompanies order.) 


Print name to be stamped, here 


City and Btate 


Position 
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Miss Katherine Broderick, 
Morgantown, W. Va., home 
economist, attended. 


A. W. Anderson, branch manger of 
the Square “D” Company, Pittsburgh, 
led the forum on service entrances. 
John A. Hoeveler, first vice president 
vf the Pittsburgh Reflector Company, 
was in charge of discussions on com- 
mercial lighting. W.G. Darley, Gen- 
eral Electric engineer from Nela 
Park, presented the problem of the 
school child and his need for “safe 
seeing.” Mr. McDaniel returned to 
the platform for an outline of indus- 
trial lighting methods. Hugh Archer, 
industrial engineer for the Detroit 
Edison Company, and R. N. Green, of 
the Fostoria Pressed Steel Corpora- 
tion, also of Detroit, cooperated in 
presenting the story of the “drying 
lamp” and its work of quick drying 
and expanding of metals—so efficient 
that the Ford Motor Company in De- 
troit uses 60,000 of them in its various 
manufacturing processes. 

The conference highlight was Hib- 
ben’s address on the expanding serv- 
ices of light at the banquet session. 
Pointing out America’s fourth rank- 
ing in the world in the effective use 
of illumination and electricity, Hibben 
unveiled the “lighting of tomorrow” 
and demonstrated only a few of many 
spectacular applications. Using the 


effects of a magician and the sure-fire 
patter of those masters of mystic he 
turned the conference into a typical 
school “lyceum night” and amazed 
both students and visitors with the un- 
usual effects he obtained. 

With the ground-work for a prac- 


man get together. 


Fostoria Pressed Steel Company, 
Mich.; George Boyd, Monongahela 
(Fairmont, W. Va.). 


Contractor, engineer, manufacturer, and utility 
Left to right: Chas. Robin- 
son, Huntington, W. Va., contractor; H. C. 
McDaniel, Westinghouse engineer; R. N. Green, 
Detroit, 
System 


Sam Hibben, Westinghouse, explains an important 
point about fluorescent lighting to his “pupils.” At 
the West Virginia Lighting Conference. 


tical electrical lighting education 
properly laid, the school turned for 
its second day’s sessions to fluorescent 
lamps, their operating characteristics, 
and their applications, with Al Paulus 
and Mr. McDaniel in the roles of in- 
structors; turned also to “power 
factor” and its influence on wiring 
and voltage with F. R. Kolb, com- 
mercial sales director for the Du- 
quesne Light Company in Pittsburgh; 
discussed fixture design and _ installa- 
tions with Mr. Altree as the inter- 
preter; probed the economics of fluor- 
escent vs. incandescent light with Mr. 
Ketch. 

Of the University’s benefits in the 
staging of such a school we have 
spoken. But what did it mean to the 
electric utilities of West Virginia who 
helped sponsor and plan the meeting 
—to the engineers, to the contractors, 
to the architect, to the school folk? 
What of its sales and promotional 
value? 

True it is that knowledge comes 
only from understanding, and under- 
standing only through education. It 
is equally true that a contractor, or 
a utility representative, or an engi- 
neer, equipped with a complete knowl- 
edge of his subject and his customer’s 
problems, is certain to turn out a 
more efficient, a better, and a quicker 
job, both in selling and installation, 
than the man who lacks that knowl- 
edge. The University’s extension 
course had a job of education along 
these lines and did it well. 


Much of the “behind the 
scenes" work was done by 
George D. Boyd (left) of the 
Monongahela System, and G. 
R. Spindler (right), of West 
Virginia University's engineer- 
ing extension courses. 
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Married 


a Smart Husband 
He?’s a G-E Dealer!” 


Mrs. D. Kerwin Twomey, wife of successful G-E 
Dealer of Biddeford, Maine, tells you how she 
feels about being a member of the great G-E family. 


‘“‘WHY AM I TALKING about my hus- 
band’s business? Simply because I’m 
mighty interested in it. I like it. And 
I know a lot about it because we’ve 
always made it a habit to talk things 
over together. We’re really partners. 


“He’s proud of his 
success ... and 
1 am too! 
**As he says, every 
time hesellsaG-E 
unit he makes 
another friend. 
“I don’t believe 
I know a soul who 
hasn't a refrig- 
erator, a fan or something made by 
G-E. That’s why he says it’s easy 
to get to prospects and why they’re 
sold on the name and reputation of 
General Electric. 


“And he enjoys working 
with his distributor and 
the company representa- 
tive. They give him a lot of 
special training and they 
are always handy when he 
needs help. They supply 
him with all kinds of lit- 
erature and promotion 
material. And of course he 
benefits by the grand ad- 
vertising G-E does. 


“G-E is the finest money buy— 
‘*When my husband sells a G- E walk- 
in cabinet or any of the other refrig- 
eration or cooling equipment or a 
G-E furnace he knows he is giving his 
customers the finest they can buy. 

“I know G-E engineering and re- 
search couldn’t produce anything 


Cooling 


but the finest. And that’s exactly 
what my husband tells customers— 
that convinces them. 

‘He doesn’t get called out of bed 
at all hours because something’s 
gone wrong. And besides, he’s been 
all through the special technical 
training provided by G-E. 
That means installations 
are right to begin with. 


“We live very comfortably 


“Of course my husband is 
in business to make money 
—and he does. Naturally 
he handles the complete 
lines — G- E Commercial 
Refrigeration, Cooling and Heating. 

“He says they are the most com- 
plete lines in the business. No mat- 
ter what prospects want he usually 
can supply them. Not only that, he 
has cut out what 
they call seasonal 
slumps. 

‘*He carries what 
he calls a skeleton 
line. This keeps in- 
ventory costs down 
because he can get 
whatever he needs 
in a hurry, from his 
distributor. 

*“*This gives you some idea what it 
means to be a G-E Dealer. And there 
are lots of other reasons too!”’ 


GENERAL @ ELECTRIC 


You can be a G-E Dealer if you can 

fill certain requirements. For year 

’round profits, fill in and mail the 
coupon today. 


GENERAL ELECTRIC CoO. 
Division 199-623, Bloomfield, N. J. 


Name 


I want all details on the G-E Dealership for my territory. 


Street. 


City. 


State. 
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The Ad Was Right, Mrs. Struble— 
The G-E Washes Them Cleaner and 


Faster than by Hand 


Actual photo of 
George Haney, G-E 
Dealer, demonstrat- 
ing Electric Sink to 
prospects Mr. and 
Mrs. H. E. Struble 
of Glendale, 

California. 


GENERAL 
ELECTRIC 


G-E DEALER HANEY SAYS: 


“G-E magazine advertising on the 


Electric Sink pulled Mr. and Mrs. 
Struble into my store — and I not 


only sold them the Sink but a com- 
plete General Electric Kitchen as 


well!” 

Another G-E Dealer, Clarence 
Gurr, sold 3 Dishwashers in one 
week as a result of G-E national 
advertising. 

The G-E Electric Sink is going 
over in a BIG way. Ask your GE 
Distributor! 

General Electric Co., Dept. S-0412 
Bridgeport, Connecticut. 


GENERAL @ ELECTRIC 


es Manufacturers Association 
Room628 Palmer House —_—Chicago 
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Stimulating 
Dealer Business 


CONTINUED FROM PAGE 


sentation of promotion and through 
trained sales people of the benefits, 
advantages and economies of new and 
additional uses of utility service is 
what really does the trick. Further- 
more, dealers copy utility methods 
where they succeed. You can see 
from the following chart just how the 
interest of retailers in our territory 
have been stimulated by our activ- 
ities.” 


DEALERS SELLING APPLIANCES 


1935 
Department Stores . 35 40 
Furniture Stores . 75 98 
Hardware Siores 44 115 
Specialty Appliance Stores 130 239 
Contractors . 140 295 
Miscellaneous Stores (Radio, 
Variety, 5 and 10's, drugs, 
jewelry, general, auto acces- 
sory) .... 75 312 
Totals . 539 1,185 


Last of all, as proof of the pudding, 
here is presented a statistical picture 
of what cooperating dealers have done 
under this plan in Pennsylvania 
Power & Light Company territory: 


APPLIANCE SALES RECORD 


1937 1938 1939 
2,106 2,315 3,701 
Refrigerators ... 18,872 15,505 19,731 
Water heaters. . 312 327 456 


Appliances .... 166,299 262,294 292,597 


And look at the next table and you 
get an idea of the increases in the 
percentage of the total business done 
by dealers in these same years. 


1935 1936 1937 1938 1939 

Electric ranges. 20.1 21.2 42.8 60.3 73.4 
Domestic 

refrigerators.. 77.8 80.6 84.1 87.4 89.1 
Electric water 

heaters ..... 13.8 14.2 26.7 46.8 60.7 
General use 

appliances... 89.2 81.8 86.4 91.1 91.1 


Sell Them Two at a Time 


SERIES of model display rooms 

is planned by the home furnish- 
ings department of the C. E. Black- 
well Company at Okenogan, Wash.— 
and the first of these to be installed 
is the electric kitchen. This is the 
second model kitchen in the store, 
the new display being located on the 
second floor of the building. Cooking 
schools, conducted by Washington 
Water Power home service girls, initi- 
ated the new kitchen and helped to 
sell the idea of a complete installa- 
tion in the home. C. W. Derby, man- 
ager of the department, is a great be- 
liever in the “ensemble sale,” selling 
not one appliance, but two on the same 
contract. In addition to the complete 
kitchen idea, his men are trained to 
sell such combinations as a Bendix 
washer and electric water heater. The 
customer’s contract for such a com- 
bination is not really much more on- 
erous to meet, but runs naturally over 
a longer period of time. 
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Zippy Juicer 
Se 


E 


Here is a profitable, fast-selling product that 
will give your customers pure, fresh fruit and 
vegetable juices in their homes—prepared in 10 
seconds! 

You can easily sell the health and vitality. 
building value of daily serving and enjoying 
juices, made possible by the speed and efficiency 
of the ZIPPY-JUICER. 

Retails at $49.50. Write TODAY for full 
information. Distributed Nationally By 


De Jong Sales Co., Inc. 


324 FIFTH ST. SAN FRANCISCO, CALIF. 


COMING — 
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y ANNUAL 
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of 


ELECTRICAL 
MERCHANDISING 
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POWER 
_ TO YOUR SALES 
| With the New 


ROBERTON 


GASOLINE 
ELECTRIC 


Important 
news for 
every elec- 
trical dealer: 
extraprofits 
withthe new 
Roberton 
Gasoline 

ower 
Mower! 


Specially designed by exclusive makers 
of home power mowers. Light, powerful, 
recision engineered. Finger-tip control 
or even trimming. Shockproof and fool- 
proof—even a youngster can operate it 
safely and easily. 

Stock this remarkable gasoline mower 
along with Roberton Electrics. Sell it to 
the home-owner who wants a power 
mower but prefers gasoline to electricity. 

Send for complete information today. 
Just fill in coupon and mail. 
ROBERTON MANUFACTURING CO. 

MICHIGAN CITY, INDIANA 


oberton Mfg. Co., Dept. E.M. 
City, Indi | 


Please send full information about your | 
Gasoline and Electric Power Mowers. 


Name_ 
Street | 
| 
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Send 


the cc 
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Inc. 
CALIF. 


There is no other iron like the 
famous Selectrol Model B-200, 
suitable for either dry or steam 


ironing. No other iron needed. 
A.C. only. Order today. Re- 


A COMPLETE LINE. Model 
D-550, non-automatic, A.C. or D.C. 
has no equal at the price... .$6.95 
Semi-Automatic Model C-100. A.C. 
only $9.95 
Write for Complete Information 


STEAM-O-MATIC CORP. 
MILWAUKEE WISCONSIN 
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WIDTH -16 IN. 
LENGTH -10% IN. 


THE COMPLETE 
PORTABLE HUMIDIFIER 


WASHES: FILTERS 
CLEANS 


AND CIRCULATES 
HUMIDIFIED AIR 


Value Priced for the Popular Market 
A Winter Profit-Maker 


Burning noses, flaming throats, need 
the relief of humidified air. Sanidaire 
evaporates 4 to 8 gallons in 24 hours and 
healthful, pleasant, humidified air, fil- 
tered free of dust and dirt, gently circu- 
lates without draft. Plugs into elec- 
trical outlet. 17 years of fine engineer- 
ing developed this superior humidifier 
with many exclusive features. Sanidaire 
is the biggest value on the market. 
WRITE FOR COMPLETE DETAILS 
United States Air Conditioning Corp. 
Northwestern Terminal 
Minneapolis, Minnesota 


Send complete details and prices on Sanidaice — 


the complete Portable Humidifier. | 
Name = 

Address. 

Town State 


A Department 
Store Remodels 
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A special enclosed bay is turned over 
to Bendix equipment. This is in a 
corner of the department, where cus- 
tomers are out of the way of floor 
traffic and interruptions and can sit 
comfortably to watch the entire process 
of handling the week’s washing while 
listening to a salesman’s explanation 
of the equipment. 

Four makes of electrical refrigera- 
tors have each a bay to themselves. 
This makes it possible for a customer 
interested in one line to compare 
sizes and prices without confusion. 
The walls of a soft green, illuminated 
from the troughs of fluorescent lights, 
offer an ideal background for the 
white enameled refrigerators. Ranges 
of the same make flank the refrigera- 
tors directly outside each bay. 


Small Appliances 


One of the effective innovations in 
the small appliance department, is the 
division of the floor space into individ- 
ual shops. The “Coffee Clinic,” for 
instance, offers everything needed for 
the making of coffee, including the 
coffee itself, and various types of 
coffee makers. Separate booths are 
devoted to “Something in Yellow,” 
“Something in Blue,” “Something in 
Red,” while miscellaneous electrical 
wares have an “Electrical Shop” all 
to themselves. An unusual shop is the 
“Barbecue Pit,” where an actual bar- 
becue has been constructed against a 
wall suggesting the outside of a house. 
Copper kettles, ladles, long forks, etc., 
are offered here. 

Opening of the department was an- 
nounced in Los Angeles papers with 
a full-page ad, which emphasized the 
special little shops, as well as demon- 
strations and extra features which 
were planned for the first week. Radio 
announcements ang follow-up ads kept 
up the interest throughout the week. 
A special feature of the program was 
the cooking school for business 
women which was held on one eve- 
ning of the week. Emphasis was on 
electrical helps and recipes for quick 
meals. The school was so successful in 
reaching a group of women not usual- 
ly attracted by cooking demonstrations, 
that it was repeated on one evening of 
each of the succeeding weeks, to en- 
thusiastic audiences. 


Three Model Kitchens 


Three model kitchens designed to 
meet the needs of women with differ- 
ent pocketbooks are part of the de- 
partment’s display. Adjacent to these 
is the kitchen planning department, 
for which the store maintains its own 
staff. 

Reports from the departments in- 
volved indicate that a definite increase 
in business is reported wherever 
special features have been introduced. 
The ironer demonstration and prom- 
inence of this display has stimulated 
ironer sales, while the Bendix room 
has aroused increasing interest in 
this line. 
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cer MORE- 
cet KELV}NATOR! 


SELLING : 
EMPLOYMENT : 


SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” =: business 


See Last Issue for Advertising Rates 


backs. You keep your profits! 


Once sold they stay sold! 


241 W. 23rd STREET, 


SELLING 
OPPORTUNITIES 


OFFERED—WANTED 
Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


RE-NU-VATED 
CUUM CLEANERS 


Get these great traffic builders 


Here are low priced sales builders that give perma- 
nent customer satisfaction without headaches or kick- 
All leading brands 
perfectly rebuilt from brush to handle grip. 


© Write for interesting price schedule 


MILBERN VACUUM CLEANER CO. 
NEW YORK CITY 


“"Recreators of Vacuum Cleaners” 


OPPORTUNITY WANTED 


SOUTH AMERICAN EXPORT. Buyer leav- 

ing this month for permanent stay South 
American West Coast buying raw materials 
for American house. Offer important barter 
possibilities, also representations, to American 
Export Concerns. RA-587, Electrical Mer- 
chandising, 330 W. 42nd St., New York, N. Y. 


O8 


PATENT IDEAS) 


Sebmet the NAME you wish to Reguter 
Send Sketch or Mode! of vour mvention for 


CONFIDENTIAL 
1234 BROADWAY: mew vorx- AT 31 ST. 
Phone Ongacre 5-3088 
PATENT ATTORNEY — PROF. ENGINEER 


WASHER SALESMEN WANTED 
@ Good territories on Voss Washer Line, 
available to men, with established 
dealer trade, who wish to carry an- 
other line. New Streamlined Models— 
Low Prices—Liberal Commissions for 
1941. Call Spaces 107-108 Palmer 
House Exhibit Hall during January 
Housewares Show or write 


VOSS BROTHERS MFG. CO., Davenport, 
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possible loss—in selling anything but = complete Premier Parts Catalogue and customer _ satisfaction. Polachek, Z H............... ot 
GENUINE cleaner parts. full details on GENUINE parts service. “Keep it running” and Porcelain Enamel Institute, Inc. 23 
she'll come back. It’s 
60 
GENUINE Parts For These Vacuum Cleaners the repeat sales that Se a 
@ PREMIER @ MAGIC-AIRE e@ A.M.C. count. Searchlight Section ........... 6! 
e MAGIC @ LIBERTY @ ACE onl Steam-O-Matic Corp. ......... él 
. Sunlight Electrical Division, Gen- 
ELECTRIC VACUUM CLEANER COMPANY, INC 
’ . important part in build- 
1734 Wanhoe Road Levee rnd, Ohio ing your business. It 
can keep you posted on | Sa | 
OI am a dealer. Send me a complete Premier Parts Catalogue and the names of con- where to obtain your 
venient distributors who will give me prompt service on GENUINE Premier parts. | anitidiinliets mi in Voss Brothers Mfg. Co....... 53, 6! 
| 1 am a distributor. Send me a complete Premier Parts Catalogue and full details on | a " P a Westingh El & Mf 
| GENUINE parts service. your customers’ appli- 37 
| ances in gor rd running 
| Address White Sewing Machine Co..... 49 
r | Wiegand Co., Edwin L........ 38 
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DISING 


One Dealer’s Operation 


and express as a part of the “cost of 
merchandise sold.” This does not 
change the final results but does make 
your figures thoroughly comparable 
with those of our survey. 

We have reduced the totals under 
each heading to percentages and it is 
on these we wish to make a few com- 
ments. 

You say in your letter manufactur- 
ers allow discounts of from 33 1/3 to 
40 per cent which is the same as in 
the U.S. You have retained only 16.95 
per cent of this. A gross margin so low 
precludes the possibility of a profit ir- 
respective of how well you manage 
your expenses. Also, unfortunately, you 
are trying to save too much in selling 
and advertising. It is our firm belief 
if you increased your advertising 
appropriation and also your commis- 
sions to salesmen you would not be 
compelled to give such large discounts 
to customers in order to make sales. 
We know this to be a fact in this 
country. Almost without exception 
those dealers who spend fair percent- 
ages for advertising and for selling 
have the largest gross profit and the 
lowest discounts; or “trade in” allow- 
ances to customers. This naturally 
means greater profits. 

You indicate in your letter your 
service cost is too great and yet you 
are spending a full 2 per cent less than 
the average electrical dealer in this 
country. 

Just two more comments. Your 
occupancy is very low. Be sure you 
have included all the items that should 
come under this heading. Administra- 
tion is a little high. Is it not a fact you 
do a great deal of selling yourself? If 
so, a part of your salary, etc., should 
be charged to sales. This is equally 
true of any other executive who spends 
a part of his or her time making sales. 

Your figures indicate without doubt 
that you are working both day and 
night. We're willing to wager your 
wife every now and then gives you hell 
for never coming home for supper or 
something. 

We've taken three extra columns on 


CONTINUED FROM PAGE 17 


the chart published on page 17 to 
help ease your burden a bit. 

The “average percentage” column is 
the combined result of a great group 
of representative electrical dealers in 
the United States. | 

The “general goal percentages” are 
the ones we have set up so our dealers 
can make a profit of 5.5 instead of 2 
per cent as is now the case. 

The final column is “your goal per- 
centages” toward which you should 
work. It may take a year or two years 
but they are possible. It can be done 
absolutely if you will hang onto more 
of the manufacturer’s discount in order 
to increase your gross. It may mean a 
little less volume in the beginning. 
Here’s a good way to start. Refuse to 
give discounts or “trade ins” beyond 
ten per cent of the retail value of the 
item being sold. 

Many a dealer in this country would 
give his shirt and maybe his pants for 
your total goal costs of 21.97 per cent. 
Maybe you'd give both the above and 
throw in an undershirt and a pair of 
shoes if you had the 35.1 gross margin, 
average of our sellers of major appli- 
ances. 

We've always had held up to us as 
very dumb the mule who gazed over 
the fence at the green field next door 
when he had plenty of grass of his 
own. We think he was very smart. 
That other green field was his hope, 
his ambition. Without it to keep up his 
interest he would have become just 
another long eared jackass. 


Oil Burner Institute at Philadelphia 


NEW YORK—March 17 to 22 will see 
the Oil Burner Institute’s national 
progress exhibition at the Commercial 
Museum, Philadelphia, it has been an- 
nounced by C. F. Curtin, secretary of 
the institute, 30 Rockefeller Plaza, New 
York City. 

The public will be admitted to the 
show Monday evening, and the balance of 
the week from 1:30 p.m. on. MHead- 
quarters of the Institute will be at the 
Benjamin Franklin, Chestnut at 9th. 


ELECTRIC Roasr, 


“LET'S TRY THIS ONE FOR SIZE” 
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WHAT'S HAPPENED 


TO ED? 


cet MORE- 
cet KELVINATOR!) 


1941 


TOASTMASTER 
TOASTERS © 


THE 1941 TOASTMASTER 
HOSPITALITY SET 


ALWAYS make sure the 
electrical appliances you 
sell contain 
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LETTERS 


How To Get Into 
a House” 


he Editor: 

In winding up your October article 
m “How to get into the house” you 
ask “was the delayed action switch 
the right gadget,” and “was it because 
the personality of the salesmen” 
that it failed. 

One good way to test any of these 
ideas is to judge them in relation to 
our own home,—the 
ind the people you know. 

I don’t think a delayed-action switch 
vould induce my wife to open the door 
to the salesmen. In the first place, she 

uldn’t know what it was; nor would 
That kills it right there. 
There is nothing about this item, as 
ce it, to arouse a woman’s quick in- 


surroundings 


ost women, 


rest. It requires explanation, and 
explanations at such a time gum the 
vorks. It would require a pretty clever 
opening remark to catch the woman’s 
terest It could be done, of course, 
is for example if the home happened 
a porch light the salesman 

ight say, “I noticed your light here, 

it’s attractive, too,—and I wondered 
f you wouldn’t find it convenient when 
you go out nights to have it turned on 
brightly until you get out into your 
ar, and then have it automatically 
turn itself off. That’s an idea, isn’t 
it? Here’s a switch that our people 
ire giving away as a souvenir that 
will do just that. Will you let me see 
where your light switch is?” That 
light get you in, but it isn’t good 
enough 

No. I would say that a delayed- 
action switch, even presented in such 
terms of personal service, would not 
get a quick enough response or arouse 
sufficient interest to be classed as an 
effective door-opener. 

Even if you got into the house there 
is nothing about this gadget to bring 
you naturally back into the informal 
confines of the kitchen, which is the 
best place of all to talk electrical appli- 
ances to the woman. 

A good door-opener should catch 
the interest quickly, and if it has a fea- 
ture which quite naturally permits the 
salesman to step into the house so 
much the better. A little while back I 
saw a metal clasp designed to hold a 
cookbook open on the recipe page; the 
clasp itself was to be fastened to the 
wall back of the range. This is a 
handy item, it appeals to the woman, 
and the salesman in offering to fasten 
it in place gets easily back into the 
kitchen, and as he holds it against the 
wall presumably to let the glue harden 
he has a splendid chance to develop a 
conversation with the prospect. An- 
other item might be a small thermom- 
eter with a vacuum cup to hold it in 
place. 

Both these items are inexpensive, 
handy, and of the type to catch a 
woman’s quick interest. And best of 
all they permit the salesman to get 
inside on the pretext of putting them 
in place. 

I wouldn’t 


to have 


advocate a campaign 
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based on a door-opener. In the end 
it is selling, and not Santa Clausing, 
which is going to bring in the orders. 
But a handy gadget as a door-opener 
has its place even for the good sales- 
man. He is going to make a certain 
amount of cold calls to keep up his 
prospect list, and with something of 
this kind to break the ice I think he 
will make more cold calls than he 
therwise would, 

But too many salesmen think a good 
loor-opener will make sales for them, 
wr the value of the door-opener has 
been so stressed that they feel they are 
doing a job by getting a good distribu- 
tion of them in their territory. We 
know that from our own home experi- 
ence, where gadgets have been left with 
us without any kind of a follow-up 
vhatever. 

\ door-opener is of course a help, an 
introduction, and nothing else, and the 
salesman should be taught to keep it 
in its proper 
efforts 

Care should be taken in the selection 
of a door-opener, to be sure, but once it 
is placed in a salesman’s hands he 
should be given thorough training as 
to its use; and even then it will prove 
ineffective unless the man knows how 
to sell. 

[ should say, then, to explain the 
disappointment in results where the 
delayed-action switch was used as a 
door-opener, that this item in the first 
place lacks the qualities of an effective 
door-opener, and it is probable also 
that too much hope may have been 
placed in the door-opener itself to 
produce the results which can be 
achieved only by good old fashioned 
selling. 

I like the tassel on a lamb chop, 
but it’s still only a bit of decoration 
and frill. 


place his 


G. W. KeLLer 
(Modern Kitchen Bureau) 


Another Door Opening 
Suggestion 


To the Editor: 

I read your article “How to get 
into a House” in the October issue of 
“ELECTRICAL MERCHANDISING.” 

Why not suggest to Herbert Evans 
that his men render an additional 
service to that of giving thermometers. 
If they were to inspect all lamp cords 
and switches for loose connections 
and bare wires, interest and attention 
would be aroused in switches of all 
kinds. 

If he simply wants to get into the 
house the salesman should offer to 
tack the thermometer up in whatever 
position she would like it placed. 

Use of the Directory would elimi- 
nate needless canvass of homes not 
owned. 

G. A. FEIEREISEN 
District Manager 
The Hoover Company 
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The Merchandise Month, 8y L. E. Moffatt 


Get on the Customer's Side of the Counter 


Some questions women would like answered before buying small 
appliances 


Stimulating Dealer Business By Tom F. Blackburn 


The Pennsylvania Power & Light Co., in Allentown through dealer 
coordinators find an answer to low-bill customer — small appliances 


Prize Windows in Washer Week Contest... 


21 prize winning windows in the contest conducted by the American 
Washer-lroner Manufacturers Association in conjunction with National 
Washer-lroner Week in October 


What an Association Means to the Dealer 


A case history of the Kansas City Electrical Association's cooperative 
work and its cash value to the dealer 


One Dealer's Operation By Ernest C. Hastings 


See Bigger Appliance Shows in Chicago. 


A list of important major appliance exhibitors at the three big shows 
in Chicago 


A Balanced Refrigerator Trade-In System. 


If you have a refrigerator trade-in problem this article on Wand's, 
Inc., New Orleans will answer a lot of questions on making them 
profitable 


Mixer Magic 


A pictorial step-by-step method in making a mixer sale 


Salesmen are Partners in this Business . 


A new plan of compensating appliance salesmen used successfully 
by Good Housekeeping Shops, Providence 
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A Department Store Remodels 8y Clotilde Grunsky. 
Barker Bros., Los Angeles, use modern methods of display and light- 


New Technique in Lighting Education by Wm. M. Corwin 


University of West Virginia's extension service puts on a lighting 
school with professional talent 


Mr. Hatch's "Goofy Guarantee" __ 


Distributors will get a laugh out of this one 


VACUUM CLEANER TRADE NAMES AND 
MANUFACTURERS ....... 


New Merchandise By Anna A. Noone . 


ANNA A, NOONE, Home Appliance Editor 
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